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Rough Proofs 


The Reed Candy Company finds 


that 20 per cent of American kids 
want to be airplane pilots when 
they grow up. The remainder are 


planning to use the technique of 
Superman. 
v v v 


Comic magazines seem to have 
displaced the dime novel of yester- 
year mainly because they provide 
the same thrills with much greater 
economy of reading time. 


- = 


Trade practice rules for the bar- 
ber supply business have been 
established. Does this mean that 
your favorite tonsorial artist will 
no longer offer a sure cure for that 
growing bald spot? 


,.- oe 


The venerated Journal of the 
American Medical Association is at| 
last concerning itself with subjects 
close to the hearts of the great com- 
mon people. It has just publishe 
an illustrated article ‘showing what | 
to do for a sore pitching arm. 


7. eo 
Hammacher, Schlemmer & Co. is | 
planning a fall and winter cam- | 


paign, and no doubt the publicity | 
department is trying to wangle an- 


| 
| 


| 


| 
| 


other good spot in a popular revue. | 


7 = + 
“The page .layouts,” says Dale— 
Nichols, in explaining his views on 


advertising art, “are made without 
apparent knowledge of the science 
of color and design.” 

Art is long and time is fleeting. 


. © F 


Chairman Fly of the FCC testified 
before a Senate committee in op- 
position to a tax on radio time sales. 
That ought to make it just about 
unanimous. 

v v v 

“Even tire manufacturers,” 
ports ADVERTISING AGE, “are urging 
the retreading of tires now, due to 
possible shortage of rubber.” 

And even the hosiery manufac- 
turers are urging the girls to use 
Lux 


re- 


v v v 
“Advertising managers 
hard-boiled fraternity,” says Ells- 
worth Alford, of the NAB. Don't 
let them fool you, Ellsworth—that’s 
only protective coloration. 


are a 
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In the current newspaper-radio 
racas, Jimmy Stahlman,' Ten- 
e’s silver-tongued orator, was 


called a symbol, but perhaps this 
Was just a misprint for “cymbal.” 
v v ’ 

A writer in The New Yorker in- 
‘ists Westbrook Pegler writes his 
‘tuff to please the advertisers. This 
vill be news to Pegler and likewise 
0 the advertisers. 
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“About 90 per 
idvertisements,” 


cent of cosmetics 
says the Commit- 


ee on Consumer Relations, “devote 
‘space to a statement of the use of 
the product and instructions as to 
use,”’ 
’ Not forgetting the key line, “You, 
0, can be beautiful.” 

v v ’ 

Sun-Maid raisins, noting the pop- 
ularit of defense themes, are pre- 
ring to help out the steel shortage 
Y at least making it possible for 
very! 


ody to have his iron. 
Copy Cus. 


PLYMOUTH BREAKS 


CHRYSLER CORPORATION PRESENTS 


PLYMOUTH'’S 


FINEST a 


Pay Wisely. 
BUY PLYMOUTH 


Initial promotion on the 1942 Plymouth 
line was started in newspapers last week 
as dealers got stocks. 


Auto Advertising 
Starts Off Strong 
But Then What? 


Tapering Off After In- 
itial Splurge to Be Ex- 
pected 


By H. E. GRONSETH 


Detroit, Aug. 28—New model in- 
troductory campaigns of the motor 
companies are scheduled on a more 
conservative basis this year. The 
big elaborate sales conventions of 
former years, for the most part, are 
out; previews are limited to smaller 
groups, and in the case of the 
larger corporations, have been con- 
solidated for the various 
into one event. 

Fairly heavy 
ules, however, 
for the announcement period. Al- 
though programs have been trim- 
med down, the retrenchment will 
not be so evident in the initial ad- 
vertising. Manufacturers preferred, 
at least, to make a good start on 
the new model year and make 
whatever adjustments might be 
necessary later. So the opening 
volleys for 1942 will be substantial, 
but will be no indication of what 
is to follow. No conclusions have 
been reached on future policy al- 
though there are indications of 
rather sharp curtailment 


advertising 
have been 


sched- 
planned 


Introductions Spread Out 


New car introductions 
spread out over 
year. Hudson 
two weeks 
copy in key 
schedules, in 
weeklies, 


will be 
a long period this 
opened the season 
ago with newspaper 
cities, and magazine 

leading national 
start early in September. 


Spot radio is also being used. Top 
billing is given in the advertising 
(Continued on Page 34) 
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__ U.S. Attitude on 
Advertising is 


Reynolds Attorney Says 
“Government Does Not 
Like Advertising" 


Lexington, Ky., Aug. 28. 
clusion of prosecution § testimony, 
refusal of Federal Judge H. 
Church Ford to grant directed ver- 
dicts of acquittal, except in the 
cases of three minor subsidiaries 
engaged chiefly in making foreign | 
purchases, and a heated discussion 
anent the government's attitude | 
toward advertising marked the 13th 
week of the trial of conspiracy- 
monopoly charges against major 
tobacco companies, their subsidi- | 
aries and executives. 


Con- 


The dispute about advertising 
enlivened the final arguments on 
the motions to dismiss. It arose 
when Major L. P. McLendon, chief | 
of counsel for R. J. Reynolds, was 
discussing manufacturing costs. In cooperation with P. Lorillard Com- 
Gives Reynolds Figures pany, Frank H. Lee Company, Danbury, 
, Conn., is distributing four window posters 
“Just by way of illustration,” Ma- | to dealers, promoting tobacco brown, a 
jor McLendon said, “let us take the | new color. The card shown here ties up 


year 1931 and see what one element | with Old Golds, and the others tie up 


of cost was to Reynolds, which is| with Briggs tobacco, — ya na 
not involved here, but which the | and Van Bibber cigars—other Lorillar 
products. 


government would ask you to dis- 
regard, because they apparently are | 


only relying on the showing Elliott Group Sefs 


manufacturing costs, and that is| 
the cost of advertising. In that year | 
Reynolds Tobacco Company spent | 

$16,057,205 (for advertising). It | Standards Course 
never has been that high since, ex- | 

cept in the year 1934. It never was | ‘ 

higher than that before, except in 
the years 1926 and 1927, when it} at First Meeting 
reached 17 millions in 1926, in round | 


figures, and 19 millions in 1927. 

ott seems rather apparent that Movement May Have 
the government does not like ad- Tremendous Effect on. 
vertising, but so far as I know, no 

one secon suggested that it was All Branded Products 
illegal to spend any amount you 

wanted to, to advertise, and no one Washington, D. C., Aug. 26. A 
has ever suggested that it was a|movement which may some day de- 
violation of the Sherman Act. On| velop into a major threat to branded 


the contrary, the best answer to 
any suggestion of that sort is prob- 
ably found in the Quaker Oats case, 
in which the Supreme 
fused to hear an 


merchandise under way here 
this past weekend when Harriet 
Elliott assembled under her mother- 
Court re- | ly wing a group of representatives 
appeal. In this of concerns which use or formulate 
(Continued on 31) 30) 
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Last Minute News Flashes 


Weaver of American Tobacco in Government Post 

New York, Aug. 29.—S. L. Weaver, advertising manager of 
Tobacco Company, has taken a leave of absence 
Don Francisco, director of the communications 
Rockefeller inter-American committee. Mr. Francisco will shift his head- 
quarters to Washington Sept. 15, with Mr. Weaver also located there. At 
the same time, Russell Pierce, who has been advertising manager of the 
export information bureau of the Four A’s, will become associate direc- 
tor of the Francisco division, with headquarters here. Everard Meade, 
in charge of Lucky Strike advertising, has over Mr. Weaver's 
duties. 


American 
to become associate to 
division of the Nelson 


taken 


Robinson Succeeds Coutant at Pedlar & Ryan 


New York, Aug. 29.—D. E. Robinson, general manager of Federal Ad- 
vertising Agency, will join Pedlar & Ryan as research director Sept. 29. 
He will succeed Frank Coutant, who will enter private market research 
practice. Mr. Robinson has been with Federal for 15 years, having served 
as research director before being named general manager in 1938. Mr. 
Coutant joined P & R nine years ago 


North to Direct Jell-O and Tapioca Advertising 

New York, Aug. 29.—James D. North, formerly GF export advertising 
manager, Walter Baker advertising manager, and most recently assistant 
to Charles G. Mortimer, Jr., GF general advertising manager, has been 


| their 


Senate Committee Knocks 


Out Taxes on Advertising 
a) Debated at Trial Sa. ae 


Franchise Levy May Re- 
place Radio Time Sale 
Provision 


By A. P. MILLS 


Washington, D. C., Aug. 28—The 
road to ultimate defeat of House- 
approved taxes on radio and outdoor 
advertising was paved this week 


; when the Senate finance committee 


voted against their inclusion and 
also amended the electric sign levy 


to exempt signs advertising trade 
names. 
While the victory for advertising 


will not be complete until the com- 


|mittee finally reports out a bill, the 


Senate 
ence committee 

promise measure 
approval of both 
pected that the bill which eventu- 
ally reaches the White House will 
include no levies on advertising. 


acts on it, and the confer- 
agrees on a com- 
which gains the 
houses, it is ex- 


May Substitute Franchise Tax 


As was 


foreshadowed when the 
Senate committee heard testimony 
against the proposal to tax radio 
net time sales of over $100,000, 
broadcasters may expect to pay a 
license or franchise tax instead. 
Sen. Walter F. George, committee 
chairman, told reporters that his 


group had not abandoned the idea 
of making stations pay for the gov- 
ernment-endowed privilege of 
broadcasting. 

He revealed that he has asked 
the Treasury Department and the 
joint Congressional tax committee 
to study a possible franchise levy. 
He also named a special sub-com- 
mittee composed of Sen. Prentiss 
M. Brown of Michigan and Sen. 
John A. Danahaer of Connecticut 
to direct the study of this subject. 


Schedule Presents Difficulty 


Sen. George said it was 
jJectural” whether this study 
be completed in time for inclusion 
in the present bill. Other sources 
indicate that it will prove virtually 
impossible to devise an equitable 
schedule in the short space of a few 
days. James L. Fly, Federal Com- 
munications Commission chairman, 
said when he testified before the 
committee that FCC had such 
a proposal under consideration for 
some time but that it is difficult 
to arrive at the proper method of 
taxation 

At this writing, the Senate com- 
mittee is rushing to complete its ac- 
tion on the bill. Although a num- 


“con- 
could 


has 


ber of other House-approved taxes 
have been scrapped, others have 
been added or rates increased and 


the estimated yield of the bill go- 
ing to the Senate floor may reach 
four billion dollars. This would 
represent a 25 per cent increase 
over the total take of the House 
version and a half-billion more than 
originally sought by the treasury. 


Bill to Be Watched 


Neither broadcasters nor outdoor 
advertising operators are resting on 
laurels despite the favorable 
action of the Senate committee. 
Both groups realize that much can 
happen on the Senate floor or in 
conference. At this point, ultimate 
defeat of the outdoor proposal is 
regarded as more certain than the 
radio tax. 

Although open debate will be 
permitted on the Senate floor, it is 


named General Foods associate advertising manager in charge of Jell-O | believed in some informed quarters 
products and Minute Tapioca. 
ant on these lines, 


John S. Allen, 
becomes Mr. 


formerly advertising assist- 
Mortimer’s assistant. 
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Pigg es inure 
2 eM 5 aL 


J 2 435% _ at Kis ; tee ‘ : 
2 ADVERTISING AGE September 1, 194) 
change. Speedy action is impera- | David I. Walsh of Massachusetts day meeting. Although occupied s 
tive for every day that passes costs FIRST INSERT ON and Tom Connally of Texas from primarily with a busy program that First Consumer 
the Treasury millions of dollars. the Democratic side. Sen. Arthur covered workaday probiems, the 
The present schedule calls for the H. Vandenberg of Michigan and station men nevertheless kept a Copy for Dress 


Senate to pass the bill before mid- 


September and for the conference | 
out differences | 


committee to iron 
and gain supporting votes from each 
house before Oct. 1. 


Conferees Generally Favorable 


House leaders indicated when 
their adoption of radio and outdoor 
taxes encountered a storm of op- 
position that they would not insist 
upon their inclusion if the Senate 


disapproved. The tentative list of | 


House conferees supports that be- 
lief. Ways and Means Committee 
Chairman Robert L. 
North Carolina is expected to head 
the conference committee. Reps. 
Jere Cooper of Tennessee and John 
W. Boehne Jr. of Indiana 
regarded as other Democratic cer- 
tainties, and Rep. Thomas H. Cul- 
len of New York a possible addi- 
tion. Republicans are slated to be 
the ranking members, Rep. Allen T. 
Treadway of Massachusetts, and 
Rep. Harold Knutson of Minnesota 
with Rep. Frank Crowther of New 
York a possible addition. A five- 
man committee of three Democrats 
and two Republicans will probably 
be named by each house. 

Of tne five probable House con- 


Doughton of | 


are | 


First copy in the New York garment 
drive is this full page in Harper's Bazaar 
and Vogue. 


|ferees named above Reps. Bohne 
land Knutson are both on record 
‘against the outdoor tax and Rep. 
| Doughton has assured representa- 
tives of the outdoor field that he 
will not oppose the scrapping of this 
levy. 

Probable conferees from the Sen- 
/ate are chairman George, Senators 


either Sen. Arthur Capper of Kan- 
sas or Sen. Robert M. La Follette, 
Jr. of Wisconsin will be the 
G. O. P. choices. The Senate con- 
ferees of course will be bound by 
the committee action in opposing 
advertising taxes. 


Sign Provision Not Clear 

| The Senate committee accepted 
the House-approved manufacturer's 
|excise tax on neon tube and electric 
signs but amended it to exclude 
signs advertising trade names. Some 
|doubt remains as to this amend- 
|ment since it will not be known 
| until the bill is finally written just 
|how “trade names” will be defined. 
it would seem as if the vast ma- 
| jority of such signs promote ‘trade 
names” in the common interpreta- 
tion of that term. 


RADIO SALES MANAGERS 


-WELCOME TAX REVISION 


New York, Aug. 28.—News that, 


ithe Senate finance committee has 
dropped the proposal to levy a tax 
/on radio time sales was enthusiasti- 
\cally received by the Sales Managers 
|Executive Committee of the Na- 
|tional Association of Broadcasters, 
gathered here this week for a two- 


P arg ieee 


et ee 


@ Enthusiasm is fine, and certainly neither you nor we can 
sell our goods without it. But judgment and good planning are 


also pretty important 


and we of F&P are completely sold on 


the idea that, with radio as with everything else. it’s best to 


“look before you leap”. 


One of the ways we help new advertisers to “look” before they 


leap is by furnishing exact and accurate data as to markets, 


sales potentials, competitive advertisers and the like 


also by 


giving our best opinion as to any prospective advertiser's real 


opportunity in radio. 


. » Another way is by furnishing an 


accurate and honest picture of the markets and the stations 


we serve. 
Yes, youre right—this is more 


matter of good business. 


than a matter of honesty. It’s a 


Because if your radio efforts are 


successful, it is a cinch that your radio expenditures will keep on 


growing. 
on growing, too. 


CHICAGO: :to \ Mahon 
Franklin 6475 


NEW YORK: 24> Part Ave 
Plaza $-4151 


And that, after all, is the easiest way for us to keep 


Since May, 1932 


DETROIT: New Center Bldg, SAM FRANCISCO: 5); Sutter 
Trimity 2.8444 Sutter 4555 
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EXCLUSIVE 
REPRESENTATIVES: 
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WPTF RALEIGH 
woB) ...... . ROANOKE 
-- SOUTHWEST... 
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.-.PACIFIC COAST... 
KARM , ‘4 . FRESNO 
ECA... . . . LOS ANGELES 
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KIRO (ce ene s ar 


FREE & PETERS, INC. 


Pioneer Radio Station Representatit es 


LOS ANGELES: 650 5S. Greamd ATLANTA: 52) Palmer Bldg 


Vandike 0569 Main $667 


| spokesman 


watchful eye cocked on the broader 
affairs of the industry. 
Considerable indignation was 
voiced among radio executives gen- 
erally over the last-minute state- 
ment inserted in the Senate finance 
committee record last week by John 
B. Haggerty, of the International 


|Allied Printiig Trades Association, 


in connection with his demand thata 
heavy tax be imposed on time sales. 
Mr. Haggerty leveled his guns not 


the latter receive “some 36 per cent” 
as commissions. 


Inserts Own Words 


The union representative inserted 


in the record what purported to be | 


a rate card of the NBC-Red net- 


| work, but in so doing he included 


the words “advertising agency” at 
several points where the term is not 
actually found in the card. 
was done presumably to build up 
his claim that agencies collect ex- 


| orbitant commissions. 
Mr. Haggerty placed great stress | 


on a recent explanation of the radio 
discount system by Frank K. White, 


|CBS treasurer, in which the latter 
|referred to 


frequency discounts 
granted to advertisers, which may 
total 36 per cent, but the union 
failed to include Mr. 
White’s explanation that ‘“‘the stand- 
ard 15 per cent agency commission 
is allowed to recognized advertising 
agencies on the amount of their net 
billings.after the deduction of these 
discounts.” The Haggerty charge 
that agencies collect “36 per cent” 


was coupled with a statement of 
billings by six leading agencies 
which placed business with NBC 


last year in amounts ranging from 
$1,560,537 to $9,564,419. 

Following the NAB sales man- 
agers’ meeting, the association’s ex- 


ecutive committee met to discuss the | 


recent report issued by Independent 
Radio Network Affiliates, recom- 
mending acceptance of the ASCAP 
contract. 
by the committee, but it was indi- 
cated that another meeting will be 
held shortly. 


This | 


No action was announced 


Institute Breaks 


New York, Aug. 28.—First con- 
sumer advertising in the New Y 
Dress Institute’s $1,500,000 promo- 
tion campaign will get under 
next week with full-page insertions 
in Harper’s Bazaar and Vogue, to 
be followed by pages in the Octobe, 
issues of Good Housekeeping, 
Ladies’ Home Journal, McCall’s and 


|Woman’s Home Companion. Fx- 
only at broadcasters, but at adver- | 


tising agencies as well, claiming that | 


pectations are that the schedule 
will be expanded in November. 

Playing up the institute labe! 
which carries the stipulation that 
| the dress has been made in accord- 
ance with standards of the Interna- 
tional Ladies’ Garment Workers 
Union, the campaign’s initial appea| 
will be to dramatize “That New 
York Look.” Copy will be largely 
pictorial. In Harper’s Bazaar and 
Vogue the experiences of a smart, 
Park avenue matron will be de- 
scribed, while in the other maga- 
zines the appeal will be directed to 
| the popular price dress clientele 


| In addition to the consumer copy, 
| the dress industry campaign will be 
|promoted through the Bulletin of 
the National Retail Dry Goods As- 
sociation, Women’s Wear Daily and 
other retailers’ publications. 
J. Walter Thompson Company is 
the agency. 


Russell Madden Quits 
Russell S. Madden, director and 

vice-president in charge of 

and advertising for American Writ- 


Sales 


ing Paper Corporation, Holyoke, 
Mass., has resigned. Thomas H 
| Blodgett, chairman of the board, 


will take over Mr. Madden’s execu- 
tive duties and W. J. Norton, com- 
pany treasurer, will be advertising 
and sales promotion manager. 


No Show for Detroit 

For the first time since the turn 
of the century, Detroit will have no 
automobile show this year. Direc- 
tors of the Detroit Automobile 
Dealers’ Association voted to post 


pone indefinitely the 41st annua 
show because of pressing defens¢ 
| needs. 


26,619 EXECUTIVES OF MANUFACTURING ©O* 
CERNS ARE REACHED BY DUN’S REVIE’ be 
THEIR COMPANIES, 15,380 ARE RATED OVER 
$1 25,0 _ AVERAGE TOTAL EDITION 547° 
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ha = LABOR WANTS AFTER THE WAR 


WASHINGTON WANTS A SEPARATE AIR FORCE 


H 0 W, WAS CAPTURED IN THE BATTLE OF DAMASCUS | 


—three titles from September 6th Liberty 


WHAT appeared 7 times in titles in the last ten issues 


WHY 44 Q 44 44 44 4a 44 4a 44 4a 


HOW 4a 4 4a 4a 


4a 44 44 4a 44 


And the question mark appeared ten times! 


These titles are typical of an editorial policy 
designed to attract people with open, inquiring minds— 
people who seek the answers to the questions of today. 


They are also typical of a policy of giving both sides of a 
question, whether or not we agree with the author. For 
instance we state about the second title, shown above, 
“in the spirit of fair play Liberty here gives the other 


pocketbook. Thus Liberty attracts eager, interested people 
in all walks of life. 


And because these people come from all walks, they nat- 
urally come from all income groups—a few from the rich, 
a few from the poor—but the bulk of them come from the 
well-to-do middle classes, who make our best market— 
and your best market. 


side,with which it wholly disagrees.” 


Families Per 


We do this because we feel that people convinced after **”2 2 
studying both sides have stronger convictions and become 
° iBERTY 
much more articulate than those who have never known” — 
any but their own views. 0 bo 
Thus Liberty edits for a state of mind, rather than for a ___,, FS S---3 
$ ———"  Wgs. 
100 y Ly Ss 
a Se 
. hs “Wey 
oe a ’ 
50 fo 
| e r Via Gintes, mh Ow aga Bons SAND foo 
25 
wa re = “2 cy 


- | | M Pp A c T A T T H E p E A K Almost all magazines give good dollar coverage of “A”, “B", and “E” families — 


but at the BULGE of the market, where 60%, of all sales are made LIBERTY hits harder 
than any other magazine. Thus Liberty delivers IMPACT AT THE PEAK. 
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September 1, 194] 


‘Monopoly’ Order 
of FCC Postponed 


for New Hearing 
Offered 


Compromise 


by Mutual to Be Dis- 


cussed Sept. 12 


Washington, D. C., Aug. 28.—The 


Federal Communications Commision 
indicated today that it is in no great 
hurry to put into effect its contro- 
versial chain broadcasting regula- 
tions, or to force the two networks 
hardest hit by those rules to go to 
court to test their validity. 

The monopoly order was sched- 
uled to take effect Sept. 16, having 
been postponed to that date when 


FCC granted a motion filed by Na- 
tional Broadcasting 
and unopposed by Mutual. 


Indefinite Postponement Possible 


Although it has been indicated on 
several recent occasions that no fur- 
ther postponements would be 
granted, FCC took a step today 
which will mean the indefinite post- 
ponement of the monopoly order. 
FCC set Sept. 12 as the date for oral 
argument on a two-week-old peti- 
tion filed by MBS calling for a com- 
promise in the rules. 

In setting the Sept. 12 date, FCC 
announced: “Reasonable time will 
elapse after discussion of this and 
any other petition offered on that 
occasion before making such rules 
effective,” so not only is the Sept. 16 
effective date out, but no 
deadline is set and a door is left 
open by mention of “any other peti- 
tion.” 


Proposes Option Periods 
FCC first announced merely that 


a hearing would be held Sept. 12 on 


BUSINESS PAPERS 


Who Advertised and Where 
When They Advertised and How Much 
Allin 


BRAD-VERN’S REPORTS 


135-21 Union Tnpk., Flushing, N.Y. 


the Mutual petition, which deals 
with option time clauses of network 
station contracts and the period of 
time covered by such contracts. This 
edict failed to mention the effect of 


inquiries which led FCC to issue a 


the new hearing on the monopoly | pac 


situation, and prompted a number of | 


and Columbia 


future | 


“supplementary paragraph” from 
which the above is quoted. 

The Mutual petition was offered 
Aug. 14, near the end of informal 
conferences between network and 
FCC officials. It proposes that the 
broadcast day be divided into three 
five-hour option time periods, start- 
ing at 8 a. m. Not more than four 
hours of each period could be op- 
tioned to a network by a station. 

It also provides for a 42-day 
period during which no option could 
be exercised. Unoptioned time would 
be open for all networks on a first- 
come-first-served basis. 

The petition also asks that the 
maximum period for a network-sta- 
tion contract be either two or three 
years, instead of five as in most 
cases now, and one as called for by 
FCC’s monopoly order. Mutual also 
urged that licenses be for a two or 
three-year period, to coincide with 
affiliation contracts. 


Adds Allen Thrasher 


Battery Co. to Wales | 


Allen Thrasher, formerly of 
Ryan & Thrasher, has joined Perry- 
Brown, Cincinnati advertising | 
agency, as account executive. 

a | 
| 


Reading Batteries, Reading, Pa., | 
appointed Wales Advertising | 
Company, New York, as advertising | 


| agency. 


Kor some time the average family in Wichita has had $268 more income to spend 


than the average American 
faster than we can keep tra 


family. 
ck of ‘em. 


Defense contracts have been swelling that income 
35 thousand families 


245 million in defense 


contracts, mostly for Wichita labor PILUS regular income from wheat, cattle and oil 


all combined make Wichita one of the best markets in the U.S.A. 


And when you tell 


the families in this booming market over their pet station about the goods you have to 


sell YOU GET 


ACTION! 


Yes, sir, it don't take no book learnin’ to figure out 


that KEEL Wichita is your best bet for the highest vield on your advertising dollars. 


Get time availabilities on 


PONCA CITY 


mat ENIDe 
; OKLAHO 


=== 5, 
' A 


MANHATTAN @ AWRE Nop \ 


co. SALINA @ ] 
KANSAS 13 
@ EMPORIA i 

HUTCHINSON® NEWTON 
SWICHITA | 

@ PRATT “unm, - H 
ARKANSAS CITY, COFFEYVILLE @PARSONS 
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CBS 


Survey—193 
V/M Line 


That Selling Station for Kansas! 


WICHITA 


i} The Only Full Time CBS Outlet in Kansas. 
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« 5000 WATTS DAY AND NIGHT....... CALL ANY EDWARD PETRY OFFICE 


USES FULL PAGES 


Thousands of 


Machinists Wanted! 


” Get Started for a Big Pay Job With This 


NEW ENCYCLOPEDIA OF 


ee ee tee 


= eS 
- 
1000 er 
“wow To 00 1T 
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Unusual in the size and extent of the 

campaign is the mail order copy now 

running for this encyclopedia of machine 

shop practice. This is a full page news- 
paper advertisement. 


Wise Puts Huge 
Campaign Behind 
Machinists’ Book 


Full Pages in News-. 


papers and Magazines 
Being Used 


New York, Aug. 28.—Anticipating 
the sale of 400,000 copies of its new 
reference book by the end of Sep- 
tember, Wm. H. Wise & Co., pub- 
lisher of “New Encyclopedia of 
Machine Shop Practice,” will use 
full pages in eight national maga- 
zines and in 16 newspapers cover- 
ing nine cities to achieve that goal. 
Based on one-time rates, a single 
insertion in each newspaper and 
magazine on the list would repre- 
sent a total investment of approxi- 
mately $75,000 for promotion of 
the book, which sells at $1.98 per 
copy. 

The launched in 


campaign, first 


| newspapers late in July, will extend 


through October. All copy is page 
size. Papers which pull particu- 
larly well have already received up 
to three insertions. New York, Chi- 
cago, Philadelphia, Boston, Hart- 
ford, Providence, Columbus, Detroit 
and St. Louis are the cities being 
covered in this manner. 

Magazine copy started running in 
August, insertions in The American 
Weekly and This Week being in 
color. Other magazines in which 
copy already has appeared or will 
appear before October are Collier's, 
Liberty, Look, Popular Mechanics, 
Popular Science and The Saturday 
Evening Post. As is the case with 
newspapers, some of these publica- 
tions will have carried more than 
one insertion before the drive is 
over, 


“How to Do It" Material 


Copy is captioned, “Thousands of 
Machinists Wanted! Get Started 
for a Big Pay Job With This ‘New 
Encyclopedia of Machine Shop 
Practice." Excerpts describe vari- 
ous types of machine shop work 
and several of the 1,000 “how to do 
it” illustrations contained in the 
volume are reproduced. 

The publisher, who specializes in 
all types of educational books, is 
backing the extensive publication 
drive with a vigorous direct mail 
campaign. Walter E. Thwing is the 
agency. 


Adds Shoe Section 

Men's Wear, New York, will 
introduce a “Men’s Foot Wear” sec- 
tion in its Sept. 24 issue. This ad- 
dition follows a survey by the busi- 
ness paper that disclosed that shoes 
represented 20 per cent of all men’s 
wear business and that about 80 
per cent of shoe buyers also buy 
one or more men’s apparel lines. 


Bolas Joins B-S-H 

George Bolas, assistant sales pro- 
manager of NBC's central 
division will join the radio depart- 
ment of Blackett-Sample-Hummert, 
Chicago, Sept. 8 


|Ta-Kit samples. 


Sampling Kits fo 7 
Be Distributed by 


Movie Theaters 


New York, Aug. 28.— Sampling 
kits, simulating a small overnight 
bag in appearance and containing 
variety of nationally advertis 
drugs, cosmetics and househo!q 
products, will be distributed 
Saturday night movie audiences 
Staten Island, upstate New Yo « 
and Connecticut starting Sept. 20 | 
Ta-Kit, Inc. Warner Brothers aid 
Fabian theaters in these areas w |! 
participate in the campaign. 

The first kit, featuring drugs a: 
cosmetics, will include samples .f 
Allen’s Foot Ease, Bromo-Seltz 
Fleet’s chap stick, Espotabs, Fair, - 
stone rouge and powder base, Jes'ts, 
Luden’s cough drops, Queen Helene 
cleansing cream, Rum & Maple t 
bacco, Sayman’s vegetable soap anid 
Sealtex bandages. Lobby displays 
in theaters will be used to feature 
the products sampled. The thea- 


‘ 


‘ters, in turn, have agreed-to take 


newspaper space to promote the 
Tie-in drug store 
window displays have also becr 
planned by the company. 


No Charge to Manufacturers 


The kits, lithographed in colo: 
will be sold to the theaters for a 
small sum. No charges will be 
made to manufacturers for the 
sampling service, other than the 
donation of their products. Each 
theater will distribute the kits fo: 
a period of four successive weeks, 
other kits containing’ groceries, 
household products and five and 
ten-cent store items. 

Fifteen theaters have been lined 
up in the first group. A_ second 
group, in the Philadelphia - Wash- 
ington-Baltimore area, contains 29 
theaters which will be sampled 
during the second four-week period 
On the basis of 1,500 kits to a the- 
ater each sampling night, a total of 
6,000 kits will be bought by each 
motion-picture house that partici- 
pates, which should gross Ta-Kit 
something in the neighborhood of 
$2,000 weekly. 


Contains Groceries 


The second, or “grocery” kit w 
contain samples of Ehlers coffee and 


tea, River brand _ puffed rice, 
Franck’s chicory, Brillo, Dif 
cleaner, The Woman, Worcester salt 
and Rival dog food. The cardboard 


theate! 
“compli- 
printed in 


kits will be delivered to 
packed and sealed, with 
ments of theater” 


color on the outside. 


“MEET THE PEOPLE’ 


Behind the friendly facade of J. S. Older 
lies a seemingly inexhaustible reservo" 
of merchandising experience and wel 
of enthusiasm that never runs ¢ Join: 
ing the Buckley-Dement Merchan«ising 
Staff after serving as director of acve! 


tising copy and production at Armour’ 
Calumet Baking Powder, and oth¢ Joe 
now specializes in accounts w! ~ 
by mail. A strong believer in wc! 
calls “written salesmanship.” ) 7 
rently assisting numerous B-D ‘ . gh 


move quantities of merchandise ' 
printed promotion exclusively 
° 4] 


. 
With Labor Day past. this is the "™¢ to 


put full steam ahead on holiday prom? 


tions. Consult us now about your 


Ml t 
whether they involve movement © me 


dt 
chandise through regular wholesc'* an | 


retail channels, or direct to the consumet 


Get our suggestions before you 9° aan 
Telephone Monroe 6100 or write - rs 
Dement & Company. 1300 Jackson ° 
vard, Chicago. 
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ictory’s 
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ln prospect, is a doubling or trebling of the number of 


men employed in defense industries. Defense assign- 


ments to Philadelphia now exceed $1,812,000,000 


with more e «e e — much more e e e — to come. Arma- 


ment is the nation’s major enterprise. But while many 


cities report increased business activity stimulated by 


defense, the heavy-goods areas are the basic big 


markets ready with management, skilled labor and 


machines « « e — ready now to do the job. That is why 


the vast Philadelphia-district workshop is Victory’s 


Arsenal. « « « — Is your advertising fully adequate, 


here in the real heart of American industry ? 


Inquirer is FIRST in Philadelphia 


Why is more advertising placed in The 
Inquirer than in any other Philadelphia 
newspaper? Surveys show a tremen- 
dous degree of reader-traffic right 
through every page of the paper. Ad- 
vertisers report heavy response in sales. 
Philadelphia knows The Inquirer as ‘‘the 
paper with the advertising’’. The Inquirer 
is first in department store advertising, 
first in women’s specialty shops, first in 
men’s stores, first in retail, classified, 
financial, first in TOTAL advertising... 


Che Philadelphia Mnguirer 


*~AILY circulation exceeds 400,000 — SUNDAY circulation exceeds 1,000,000 


because by every standard and every 
test The Inquirer is Philadelphia's 
greatest selling medium. 


Of course you know that the Philadelphia Market 
does not stop at the municipal boundaries. You 
want city circulation, of course. But is that all 
you want? For instance, some of the many busy 
places in the Philadelphia district in which The 


Inquirer circulates are: 


PERKASIE, PENNA. 


Perkasie is 36 miles northwest of Philadelphia. 
Principal industries: Clothing, yarns, silk goods, 
photographic supplies. A busy defense industry 


in Perkasie is the Champion Pants Company which 
is making trousers and shirts for the armed forces. 
Awards for this company exceed $432,614. 


VINELAND, NEW JERSEY 
Vineland, New Jersey, is located 39 miles south 
of Philadelphia. Principal Industries: Glassware, 
clothing, canned foods. Six different firms here 
are filling defense orders totaling $1,400,715 
for coats, trousers, overcoats, and laboratory 
supplies. 


CLAYMONT, DELAWARE 
Claymont, Delaware, is located 21 miles south- 
west of Philadelphia. An important defense in- 
dustry here is the Worth Steel Company which 
is busy completing Defense Commission orders 
for steel totaling $1,343,096. 
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‘Parade’ Readies 
Plan to Accept 
Advertising Copy 


Initial Rate of Sunday 
Magazine Is to Be Based 
on 750,000 Copies 


New York, Aug. 28.—Casting 
aside earlier plans which aimed at 
entry into the realm of advertising 
at the beginning of 1942, Parade, 
newspaper magazine launched six 
weeks ago by Marshall Field, 3rd, 
is working out details of an an- 
nouncement that will set rates for 
the immediate acceptance of copy, 
R. A. Lasley, adviser to. Mr. Field 
and editor of the magazine, told 
ADVERTISING AGE today. 


PHOTOS 2x25 


In lots of 100 Send photo or 
25 25 at $2 Photo 


negative 
) at SS postcards 


1 'oe- 1000 


Oo, 


—_—_—_—_—_ 
Enlargements Now at Strikingly Low Prices 


30°x40°—$1.75 ea. 40°x60°—$3.50 ea. 
Vounted or Ummounted 
COMMERCIAL PHOTO SERVICE, 416 W. 45, New York, N.Y 


Serving accounts m 37 states 


Advertising personnel has _ not 
yet been selected, although Ralph 
Neusitz, former circulation manager 
of the St. Louis Globe-Democrat, 
has joined the organization to con- 
tact newspaper publishers, with the 
possibility that he will also serve 
in an advertising capacity. Robert 
Strand, formerly with Interna- 
tional News Service, has also joined 
the staff in a circulation capacity. 

Mr. Lasley, who is managing the 
new Field venture, said that initial 
advertising rates will be based on 
a circulation in the neighborhood of 
750,000 copies a week. It is ex- 
pected that this figure will be 
reached Oct. 12, when the Detroit 
Free Press becomes the fourth 
newspaper to. distribute Parade 
with its Sunday edition. At the 
present time, distributors are the 
Akron Beacon Journal, Nashville 
Tennessean and Washington Post. 


— 


Claims Circulation Gains 


According to Mr. Lasley, news- 


papers carrying Parade have 
chalked up important circulation 
gains. He mentioned a jump of 


8,200 for the Washington Post and | 


6,000 for the Tennessean. Numer- 
ous inquiries from advertising agen- 
cies have poured into his offices, he 
added, and the acceptance of na- 
tional advertising will be announced 
as soon as possible. Some local copy 


ADVERTISING AGE 


has already been carried. 


A series of tests conducted in 
leading cities, where Parade was 
placed on newsstands and offered 


for five cents a copy produced ex- 
cellent results, Mr. Lasley disclosed. 
Projected nationally, sales  de- 
veloped in the test cities point to a 


circulation of 1,500,000 copies, he 
said. Erwin, Wasey & Co., the 
magazine’s agency, placed news- | 


paper copy during the course of the 
test. Distribution of Parade will 
be confined to Sunday newspapers 
in the future, Mr. Lasley added, 
and no attempt will be made to 
push the magazine itself via news- 
stands. 

Drawing liberally on the news 
features and editorial staff of PM, 
Mr. Field’s New York newspaper 
sans advertising, Parade bears the 
subtitle, “The Weekly Picture News- 
paper.” Although printed in the 
PM plant in Brooklyn, Parade 
makes its official headquarters at 
405 Lexington avenue, New York, 
in Mr. Lasley’s own Offices. 
company specializes in industrial 
engineering. 


Hochreiter Joins I & E 


Joseph C. Hochreiter, Jr., for- 
merly art director with Lord & 
Thomas, has been named manager 
of art department of Ivey and El- 
lington, Philadelphia. 


KKK Kha aaa Ka KKK 


Jol 


With 
OCTOBER 


AMERICAN BUILDER 
In Speeding Home Building 


* FOR DEFENSE x 


ANUFACTURERS serving the building indus- 


try are invited to join with the editors of .dmer- 


ican Builder in presenting to Administration leaders 


and the Public, a complete factual picture of the facil- 


ities of the building industry and its importance today 


in the national defense program. 


Complete informa- 


tion from suppliers will speed home building for de- 


fense and protect the established channels of building, 


both now and for the post-emergency building period. 


Use the October Home Building Defense Issue of 


American Builder as the keystone of your public rela- 


tions, defense and sales program. 


AMERICAN BUILDER 
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AND BUILDING ACE 


A Simmons-Boardman Publication 


105 W. Adams Street 


CHICAGO 


30 Church Street 


NEW YORK 
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Credit Curbs on 


Durable Goods 
Effective Today 


Widespread Changes in 
Merchandising  Ex- 
pected to Result 


Washington, D. C., Aug. 27.—Sel- 
lers of 24 consumers’ durable goods 
ranging from plumbing fixtures to 
automobiles completed final prep- 
arations this week for submitting to 
federal control of instalment credit 
beginning Labor Day, amid warn- 
ings that the new rules will prob- 
ably be tightened and that other 
| products would be brought within 
the scope of regulation. 

Meanwhile advertising media, 
chiefly newspapers and spot radio, 
prepared to take it on the chin as 
the “no money down—two years to 
pay” advertisers withdrew their 
support of necessity. Many of these 
|credit houses are expected to be 
|forced to either close up shop or 
|drastically alter their merchandis- 
|ing methods. 

Products under regulations as of 
next week include automobiles and 
other vehicles, household equip- 
ment, musical instruments, and con- 
struction repair materials. Personal 
loans ranging up to $1,000 are also 
covered. Minimum allowable down 
payments vary by classes of prod- 
ucts, but the maximum payment 
period in all cases is 18 months. 


Affects Autos Most 


For automobiles, which account 
for roughly half of the annual dol- 
lar volume of instalment credit, the 
minimum down payment is to total 
one-third of the cash purchase price. 
Of interest in this connection is 
today’s report from the Department 
|of Commerce stating that instalment 
purchases of cars hit a new record 


|in the first six months of this year. 


Over two and one-half million cars 
were bought “on time” during this 
|'period, and the dollar volume of 
financing involved was well beyond 
the billion mark. 

Down payments of one-third will 
also be mandatory for aircraft, 
power-driven boats and motors de- 
signed for use therein, outboard 
motors, and motorcycles. Down 
payments of one-fifth are prescribed 
for refrigerators, washing machines, 
ironers, suction cleaners, cooking 
stoves and ranges, heating stoves, 
electric dishwashers, room-unit air 
conditioners, sewing machines, radio 
sets, radio-phonograph combina- 
tions, phonographs, and musical in- 


struments composed. chiefly of 
metals. 

The down payment will be 15 
per cent on furnaces, water heat- 


ers, water pumps, plumbing fixtures, 
home air conditioning systems, and 
attic ventilating fans. Pianos, 
household electric organs, and new 
household furniture (including ice 
boxes, bed springs and mattresses 
but excluding floor coverings, wall 
coverings, draperies and bed cover- 


ings) will be under a 10 per cent 
minimum. 
Building repair materials and 


services are a special category and 
the source of considerable inter- 
government agitation. Federal Re- 
serve System, which is administer- 
ing the credit control program, ex- 
empted purchases in this class in 
which the deferred balance exceeds 
$1,000. In the under-$1,000 class, 
the payment period is limited to 18 
months but no down payment is 
required. 


FHA Plans Upset 


Federal Housing Administration 
officials, whose modernization pro- 


gram will be severely handicapped 
if not crippled by the limit on terms, 
fought to no avail to have modern- 
ization loans exempted from the 
Federal Reserve rules. FHA mod- 
ernization loans now extend over a 
three-year period, but Federal Re- 
serve officials chorus the popular 
ditty “There'll Be Some Changes 
Made.” 

FHA is particularly nettled in that 
it was about to spring its first an- 


SITS ON BOTTLE 


HOTTLED 
IN HAND 


| Pour SLENMOAE gow get more 


Soon to be seen in national magazine 
advertising, Glenmore's "little colonels’ 
| are already doing their part in news- 
papers and at the point of sale. In this 
| piece, the plaster figurine is attached to 
the base by a slender metal rod. D'Arcy 
Advertising Company is the agency 


nouncement of a major moderni: 


a- 


tion drive to aid the defense housing 
shortage (ADVERTISING AGE, Aug. 4). 
A widespread campaign, involving 


the expenditure of a considerable 
amount of money for advertising 
|placed by manufacturers and 
tailers of building materials, was all 
;set to start Sept. 6. The theme 
planned is “Repair for Defense,” 
and FHA officials say they will go 


re- 


ahead as best they can with the 
| drive. 
| In announcing the first regula- 


tions, Marriner S. Eccles, Federa! 
Reserve chairman, warned that the 
noose around instalment credit may 
be tightened soon. The rules, he 
said, are subject to change as ex- 
perience is gained and “as economic 
conditions require a further damp- 
ening of buying power.” 


Advances Edwin Funk 


National Oil Products Company, 
Harrison, N. J., has named Edwin 
Funk, for the past seven years ¢ 
member of the advertising staff 
head of the advertising and sales 
promotion department of its vita- 


min sales divisions. 


This OAP is Exclusive! We are 


in a lot of cities and we are 
spreading! Is that bad? Well. 


we are anyway! We are in Chi 


cago and Houston and Daven 
port and Lineoln (Neb. and 
Peoria and Harrisburg and \o-l- 
ington (DC) and Warren and 
Cincinnati and Springfield Ih.) 
and Alpena and Seattle ind 
Tampa and Cleveland and Rich- 
mond (Va.) and Bloomington 
3 and Council Bluffs and Bellctom ‘ 
= taine and Philadelphia anc y 
* others as fine. We can't go inte «= 
7 ANY town twice, only once “ 
= When any one newspaper = S 
‘4 ous, that’s swell for us, and sills 
_ for you. unless its ve that z 
* tagged us. Send for the bi RED » 
~ descriptive brochure. It reLLs . 
7 all! 1M WORDY! Ash : 
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. |. Pronounced “Gung ho!” 


IT IS THE SLOGAN that’s inspiring all China today. 


It embodies an idea we feel should be uppermost whenever an ad- 
vertising agency applies its manifold services and techniques toward 
bringing off a successful advertising effort. 


= : It means. “Work together!” 
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' . ' . should pay in 40 major cities in The new price regulation system f : ' The new rules, called “a bas 
aximum efal Northeastern and Middle Atlantic’ was revealed as a special Senate usiness as Usual document,” are identified as Pr 
states. sub-committee began an investiga- orities Regulation No. 1. An- 


Gas Prices Given 
Public by OPACS 


Possible 


Extension of 


Practice to Hosiery, 


Other Lines Seen 


Washington, D. C., Aug. 28—A 
new system of indirect price control 
was introduced today by Leon Hen- 
derson when he issued 
of retail gasoline prices, listing 
maximum prices which dealers 
should charge and _ consumers 


EVENING COURSES IN MARKETING 


PRINCIPLES OF MARKETING 
PROBLEMS IN MARKETING 
SALES AND MARKET ANALYSIS 
RETAIL STORE MANAGEMENT 
SALESMANSHIP 
ADVERTISING PROCEDURE 


Classes Start September 16 


Instructors are business executives. 


CENTRAL YMCA COLLEGE 


19 SOUTH LASALLE +» CHICAGO - CENTRAL 6787 


a schedule | 


In effect, the new method of 
regulation makes every consumer a 
policeman against profiteering. Mo- 
torists are asked to “protest vigor- 
ously against prices higher than 
those listed,” and to report to the 
Office of Price Administration and 
Civilian Supply any instances of 
excessive charges. 


Allows 4-cent Markup 


In all cases, the local gasoline 
price listed as “fair” by OPACS al- 
lows a four-cent dealer margin. 


Prices vary between cities because 
of differing tank wagon prices and 
state and federal taxes. The lowest 
maximum price among the 40 is 
that for Washington, D. C., where 
|taxes total only 3.5 cents per gal- 
lon, and where the OPACS “fair” 
price is 16.5 cents per gallon of 
regular fuel. At the other extreme 
|is Manchester, N. H., with a price 
of 20.1 cents. 

The step was taken because of 
| soaring gas prices, due to the re- 
|strictions recently placed on sup- 
plies but despite the fact that deal- 
ers paid the same rates as before 
the shortage, 
In Washington, for example, one 
station was charging 20.5 cents per 
gallon until the OPACS pronounce- 
| ment. 


according to OPACS. | 


tion of the gas shortage in Eastern 


states. Senator Francis Maloney of 
Connecticut instigated the inquiry 
and heads the committee. Mean- 


while, Senator Sheridan Downey of 
California urged that gas rationing 
cards be distributed at once, and a 
similar system used for all 
civilian goods. 


Extension to Hosiery Possible 


Mr. Henderson said nothing about 
possible extension of the “maxi- 
mum fair price’ scheme to other 
products. The move did cause 
speculation, however, that similar 
tactics may be used in an attempt 
to control other out-of-line prices 
on scarce consumer products in 
which a system of mandatory max- 
imums might cause enforcement 
difficulties. It is conceivable, for 
example, that OPACS might issue a 
schedule of fair retail prices on 
stockings and ask the public to re- 
port violations. 


Joins Buchanan & Co. 


Venning L. Scantlin, for the past 
four years copywriter and account 
executive with Critchfield & Co., 
Chicago, has joined the staff of 
Buchanan & Co., Chicago, in an ex- 
ecutive capacity. 


Defense Contracts, regardless of where they are placed, 
MUST invariably start with Pittsburgh-Made Products 


r--- 


One of the Many Reasons Why Pittsburgh Is A 
“MUST” Market Now! 


Aerican & Standard 
Sanitary 


Rap1ator 


"Our plants are 
operating at full 


capacity" 


on 


Chairmar 
American Radiator & 
Standard Sanitary Cort 


**As the great rearmament program gains momentum, 


so grows the need for adequate 


good heating and good plumbing—both vital to guard 


the health and well-being of the 


forces and the millions of workers in vital industries. 


— —— —— 


COMPARISONS WITH 
THE PRE-DEFENSE LEVEL OF 
BUSINESS IN PITTSBURGH 


FIRST 


housing containing 


men in our armed 


**We, of American Radiator and Standard Sanitary 


Corporation are bending every effort to meet the 
Heating and Plumbing needs in many cantonments, in 
thousands of homes and other buildings. Our plants are 


operating at full capacity employing maximum workers 


in Pittsburgh and other cities. ** 


Your “A+’ 


PAY RO 


CARLOADINGS 


FIRST FIRST 

HALF HALF | 
1941 1941 | 
UP UP 

70°% 121% 

OVER OVER 


1939 


RATE OF STEEL C IONS 


PLATE GLASS P 


FIRST FIRST 
HALF HALF 
1941 1941 
UP FIRST UP 


FIRST FIRST 
HALF HALF 
1941 1941 


LES | NEW PASSENGER CAR SALES 


‘ Schedules Should Be Ready NOW to Take Advantage of This 


Tremendous Pittsburgh Buying Power 


The Pittsburgh Press 


A SCRIPPS-HOWAR 


National Advertising Department, 230 Park Avenue, New York 
Memphis «+ 


Chicago + San Francisco «+ 


Bs PES 


cen 


D NEWSPAPER 


Detroit + Philadelphia 


Member of the 
United Press, of the Audit 
Bureau of Circulations and 

of Media Records, Inc. 


scarce | 


|| be no 


Dies as OPM Issues 
Priorities Ruling 


Every ''Defense'’ Order 
Gets Green Light; Few 
Exemptions 


Washington, D. C., Aug. 28.—Any 
lingering doubts that the peacetime 
status of business—even the civilian 
goods industries most remotely con- 
nected to defense requirements— 
can be maintained relatively undis- 
turbed should have been dispelled 
for good today when the priorities 
division of the Office of Production 
Management adopted a series of 
sweeping new rules. 

Most important provision of the 
new order is that which requires 
all producers to accept defense or- 
ders even if such action will pre- 
vent or delay deliveries on non- 
defense orders. This rule holds true 
even for products which are not 
scarce and which are not included 
in the over 300 items on the pri- 
orities critical list. 

The effect of this regulation on 
civilian industry can be realized by 
examining OPM’s definition of a 
“defense order.” This term in- 
cludes any material or equipment 
ordered by the Army, Navy or 
seven other federal agencies; any 
contract -involving lend-lease na- 
tions or nine specified anti-axis 
countries; or any other contract 
with a priority rating of A-10 or 
higher 


Few Limitations 


In other words, if the Army 
wanted to buy a supply of pencils 
or some other product which has 
no priority rating, an order could 
|be placed with a manufacturer 
|already operating at peak capacity. 
It would make no difference if such 
action might cause the manufac- 
turer to lose customers and profits, 
or whether some competing manu- 
facturer had idle capacity and 
would gladly accept the Army or- 
der. 

The only conditions under which 
the broadly-defined ‘defense or- 
ders” may be rejected are: if deliv- 
ery on schedule would be impossi- 
ble due to prior orders with equal 
or higher priority ratings; if satis- 
factory prices and sale terms can- 
not be agreed upon, “but there shall 
discrimination against de- 
fense orders” in setting prices and 
|terms; if goods ordered are not of 
the type usually produced by the 
supplier or are incapable of being 
|/produced by him; if delivery is 
| specified within 15 days and com- 
|pliance with the stated date “would 
require the termination — before 
completion of a specific production 
schedule already commenced.” 

Even in the case of civilian goods 
not covered by a preference rating 
certificate or other form of pri- 
|ority order, “every delivery under 
a defense order shall be made in 
|preference to deliveries under all 
|other contracts even though 
| such deferment may cause defaults 
under other contracts or purchase 
orders.” 


Inventory Build-Ups Prevented 


Among other provisions of the 
broad order is one on inventory 
restriction. This forbids everybody 
and anybody to deliver or accept 
delivery of “any material whatever 

. in an amount, quantity or num- 
ber which will increase for any 
current month the inventory of such 
material . . . in excess of the 
amount, quantity or number neces- 
sary to meet required deliveries 
on the basis of his current method 
and rate of operation.” While de- 
signed to prevent hoarding of ma- 
terials, the rule is not limited to 
scarce commodities o1 prod- 
ucts playing a vital role in the 
preparedness program 

Penalties are also provided. “Wil- 
ful misstatements” may result in 
OPM's withholding of all materials 
under its control, and also prose- 
cution under criminal laws. 


othe 


nounced by E. R. Stettinius, J: 
priorities director, and approved | 
William S. Knudsen, director ge 


eral, and Sidney Hillman, associate 
director general, they take effec: 
immediately. 


Co-op Drive for 
Public Utilities 


Is In the Works 


New York, Aug. 28.—Reports th: : 
an extensive cooperative advertisi: 
campaign is being considered | 
leading public utility compani 
throughout the country were co! 
firmed here this week, with N. \V 
Ayer & Son designated to hand 
the account if and when the proje 
materializes. 

It is understood that tentatiy 
media plans call for a network rad 
program and space in magazine 
The Ayer agency this week ac- 
quired radio rights to “Mr. and M: 
North,” Broadway mystery hit 
last season, which will be adapted 
a series of half-hour evening show 
The program is said to be scheduled 
for a spot on the Columbia Broad- 
casting System. 

Indications are that details of the 
campaign will not be ironed out for 
several weeks. 


Coakley Heads Marketers 


John Coakle 
advertising man- 
ager of Thomas 
A. Edison, Inc.. 
West Orang: 
N. J., has been 
elected president 
of the Industrial 
Marketers of 
New Jersey, suc- 
ceeding Robert S. 
Bubb who re- 
cently resigned 
Mr. Coakley has 
been vice - presi- 
dent of the group 
since last May. 


NBC Acquires 14 Outlets 
in Central America 


National Broadcasting Company 
has added 14 stations in six Centra! 
American countries to its Pan 
American network. The new out- 
lets are located in Costa Rica, 
Guatemala, Honduras, Nicaragua, 
Panama and El Salvador, assuring 
complete short-wave coverage of al! 
the Central American republics 
and Mexico by NBC’s international 
division. 

Since Mexico’s largest network 
of 21 stations just recently became 
affiliated with NBC, the new ac- 
quisitions make a total of 35 stations 


John Coakley 


added to the Pan American net- 
work. The new contracts provid 
that the Latin American stations 
may pick up and rebroadcast sus- 


taining programs at no charge 


Bank to Albert Frank 

American National Bank & Trust 
Company, Chicago, has appointed 
Albert Frank-Guenther Law, Chi!- 
cago, as advertising agency. 


In the /os Angeles _ area~ 
7,910,000 people ride street 


cars... Sand buses 
every week ~ {i 62% ride 
5S days ».a rent 


16% ride 3 or 4 - days 
a week ~~ nN%-- 1,740, 200 
ride occasionally~- ~~ 
in other words you not Only 
get potential repeat 
impressions but new potent'al 
impressions every day 1 
the month. > ~ 

For complete details 
and rates, write 


MAYNARD Boye Ine. 
Jhanuporadion Hanes’) 
LOS ANGELES 


650 Chamber of Commerce Bldg 
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Robinson-Patman 
Violation Charged 
to Life Savers 


Washington, D. C., Aug. 26.— 
Malers of the “candy mint with the 
hole are now in the “hole” them- 
selves. having been charged by the 
Fedvral Trade Commission with 
violating the Robinson-Patman Act 
through price discrimination and 
allowances made to some retailers 
n return for services rendered in 
connection with the sale of Life 
Savers. 

The complaint charges Life Sav- 
ers Corporation, Port Chester, N. Y., 

ith granting a 20 per cent discount 
to multiple retail outlets, depart- 
nent stores, single retail outlets, 
nd wholesalers. This general dis- 
ount brought the price to 52 cents 

box, which is the same price 
charged similar customers by it: 
rincipal competitor, Beech - Nut 
Packing Company. 

Life Savers, however, is charged 
with paying secretly to some mul- 
tiple retail outlet customers a quar- 
terly rebate of 10 per cent of dollar 
olume of their purchases. This 
onstitutes price discrimination, 
says FTC, in violation of the Rob- 
nson-Patman act. 


Displays Part of Deal 


The complaint alleges further that 
Life Savers has secretly paid and 
contracted to pay other retail cus- 
tomers 10 per cent on dollar volume 
n return for servicing retail stores 
n connection with display adver- 
tising and distribution of the mints, 
nd that the company has refused 
to pay all customers on the same 
)aSis 

FTC charges Life Savers has had 
, policy of concealing from all but 
favored few details of its arrange- 
ments with customers for payment 
n connection with display facilities. 
District managers have been in- 
structed that their division man- 
gers should deny to customers any 
cnowledge of such allowances, and 
under no circumstances should they 


tell a customer to write to head- | 


juarters, 

Life Savers is further alleged to 
ave endeavored to prevent the 
spread of allowances to small cus- 
tomers, even though offered ex- 
lusive display privileges. District 
nanagers, according to FTC, have 
efused small retail drug chains an 
pportunity to earn the display 
ervice allowance. 


Form New Agency 
Herbert E. Woodward, Eastern 


epresentative for Guenther - Brad- | 


‘cord & Co., Chicago, and Jules 
Vingston have formed Woodward- 
Vingston Advertising, 215 Wash- 
gton street, Binghamton, N. Y. 


bins Hays MacFarland 
Alice Slingluff, formerly with 
“iwimmer & Scott, Chicago, has 
ined the radio department of Hays 
«Farland & Co., Chicago. 


“Buy Coal Now” Drive 
Proposed by NAB 


Plans for a “Buy Coal Now” 
drive to be sponsored by the coal 
industry have been forwarded to 
station executives by the National 


encourage radio sales staffs to seek 
coal business. 

The mailing piece points out that 
heavy purchases of coal are neces- 
sary in advance of the winter sea- 
son so as to release shipping space 
for increasing defense needs loom- 


Chain Store Map Out 


Chain Store Age, New York, has 
published a chain grocery market- 
ing map of the United States, show- 
ing the number of chain stores in 
100 principal cities, total number 


of 907 chain grocery organizations 
is indicated. 


10th District Meets 
The Advertising Federation of 
America’s tenth district convention 


“It’s a Radio nouncements are 


Broadcasters. A ing ahead. Suggested spot an- of stores operated 
included for use grocery chains 
being distributed to by local merchants 


the location of buying headquarters the Hotel Tulsa. 


by the various will be held in Tulsa Oct. 16-18 
those cities and Convention headquarters will be 


TWO NEW FACTS 
ABOUT MAGAZINES 


which reveal that an advertiser can still 


keep his package and trade mark before 


the bulk of his normal market, even though 


priority buying has cut his consumer 


sales and advertising appropriation. 


Facr NUMBER ONE: Some lead- 
ing magazines are passed on from 
family to family until their ultimate 
coverages are several times those 
shown in the A.B.C. reports. Four 
studies of major proportions indicate this 
fact. 

From one of those studies, these are the 
ratios which were found to exist between 
the number of copies of these magazines 
which were sold, and the number of fami- 
lies who ultimately read each magazine. 


Sr ee en 
Good Housekeeping 
Redbook ............ ; 
BD esccossse sapenn shdihCebinbaticembibaiidains 
Cosmopolitan ......................000 
NINE, -sucstaxtcuassabiccsdonieicmanneinn 
I aviceuscdswessinticndnadaananch 


American .......... ‘iaceteapaiaamanaesien 


Woman’s Home Companion .... 1.24 
Ladies’ Home Journal 1.23 
American Home ...................... 1.12 


FACT NUMBER TWO: With such 
increased volumes of coverage, a 
few magazines are found to cover 
huge proportions of any advertiser's 
market. 


We have examined these coverage po- 
tentialities in terms of buyers of specific 
products and in terms of specific areas. 
Following are charts which indicate the 
coverage by five magazines of these differ- 
ent groups. 

A— The buyers of a low cost mass 


market food product. 


(5 magasines cover 818°) 


[True Story 37.3%] 


Gd House 
odds 23.0% 


[life odds 3 4° 


Liberty odds 12 4% 


i—The buyers of a premium priced 
but high volume houschold product. 
(5 magazines cover 86.5% ) 


[Good Housekeeping 42 4% 


True Story 
adds 216% 


American 

rds 3.6% | 
life [ser dds 11.7%) 
odds 7.2% 


t— The buyers of 4 leading makes 


of cars. 


(5 magazines cover 73.4%) 


| Life 38.3% | 


(SE oa 14 


[Trve Story odds 4.3% odds 6.3% 


D— the buyers of new mechanical 
refrigerators. 


(3 magasines cover 80.10%) 


[ite 414 ] 


Collier's 
odds 120? 


E—The residents of a middle sized 
mid-western city. 


(5 magazines cover 68.6% ) 


| Life 35.9% 


True Story 

adds 15.7% 
American 
adds 8.5% 


Gd. House 
adds 4.9% 


[w.4 C. adds 3.6% 


(No arbitrary placing of the magazines 
existed in these rankings. Instead the 
rankings are matters of progressive com- 
putation using Hollorith tabulating ma- 
chines. In analyzing each of these separate 
samples, the magazine occurring most 
frequently has been placed in first posi- 
tion. All remaining magazines are then 
run through the machine for duplication 
with that first magazine. The magazine 
placed in second position ts the magazine 
which adds the most unduplicated cover- 
age to the first. The rankings of all re- 
maining magazines are determined in the 
same manner.) 


Hlow to Build Such a List 


Field findings on the ability of a few 
magazines to do a coverage job, are now 
available on 352 different classifications 
of products and people. 


All of these studies, however variant 
the product or group, show that high 
coverage by a few magazines is obtained 
when you use magazines which have: 


1. High pass along, 
2. Divergent editorial appeal, 


3. Minimum duplication, 


Magazine Coverage Significant 


It is significant that magazines perform 
this coverage function. The permanent 
character of magazines,—their primary 

frouvy—ther ability to provide life- 
like reproduction of packages and trade 
marks, make magazines ideally suited to 
the task in hand 


The studies referred to in this article are 

1. “Consumer's Choice” 

2. “How Short Lists Can Work" 

3. “Work By-Product of Defense” 
Copies of each of these volumes giving 
complete data on technique together 


with further findings are available upon 


request to 


TRUE STORY MAGAZINE 


Address: Advertising Department 


thanin Building New York City 
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Lem-N-Blennd's 
Rise Came from 
Smart Packaging 


Pittsburgh, Pa., Aug. 28.—With- 
out the benefit of a great deal of 
fanfare, a comparatively new fresh- 
fruit soft drink is steadily filtering 
into the national distribution field. 
Although far from having a national 
market as yet, Lem-N-Blennd, made 
by Reymer & Bros., Inc., Pittsburgh, 
is meeting a rapidly increasing con- 


For OUTDOOR a 
ADVERTISING 


IN NEW YORK, NEW JERSEY & CONN. AREA 
consult your advertising agency or 


HIGHWAY DISPLAYS: INC 


POUGHKEEPSIE- N.Y. 


sumer acceptance. 

Greatest impetus to the mount- 
ing gains by Lem-N-Blennd in the 
national picture have been recorded 
this summer when the drink was 
made available in concentrated form 
for home consumption. Formerly 
sold only as an “over-the-counter” 
drink at drug and dairy store foun- 
tains or through large local dairy 
firms as a delivered bottled product, 
Lem-N-Blennd now is bottled in 
handy home-size containers holding 
six ounces of the concentrate which, 


when mixed with one quart of 

water, makes seven normal drinks. 
Sells for 19 Cents 

The retail price is 19 cents a 


bottle but it is usually sold in 12- 
bottle cases. No deposit is required 
and there are no bottles to return. 
Principal retail outlets are the 
grocery departments of department 
stores, drug stores, dairy stores and 
food markets. 

The drink was invented by an 
old-time druggist on Pittsburgh’s 
North Side many years ago. Rey- 
mers discovered it in 1932 and took 
over the rights to the name and 
formula in May of that year. The 
inventor was hired to supervise its 
production and continues in that 
capacity. 

Under the banner of the nation- 
ally-known candy house, Lem-N- 


HOW NEWSPAPER ADVERTISING LOOKS 
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A quick picture of various classifications of newspaper advertising, for July of this 
year compared with last, and for the first seven months of the year, is given in 
this chart of Media Records, Inc. 


Blennd quickly took hold in the 
Greater Pittsburgh market. And, by 
July of 1932, inquiries were com- 
ing in from New York, New Jersey 
and other Eastern points. The first 
big Eastern distributor was the 
Shrafft candy chain, which adopted 


year.) 


THALHOUSTONICHRONICLE 


FIRST IN CIRCULATION AND ADVER- 
TISING FOR 28 CONSECUTIVE YEARS 


Chronicle. 


when you build your selling campaign around The Houston Chronicle 
... Texas’ Largest Daily Newspaper .. . 
28.3°4 more Houston homes than the second Houston paper, and to 
45.5°> more Houston homes than the third Hous- 


ton paper. 


Sales—second in Population—1940 U.S. Census) ... 
are CURRENTLY 29.19% above a year ago, due to defense spending. 


(Uncle Sam is turning loose $350,000,000 in the Houston area this 


Houston is able to buy your product IN VOL- 
UME. And The Chronicle is able to make Houston- 
ians WANT it. For 28 straight years The Chronicle 
has led in Houston in circulation, in advertising 

. and in creating consumer acceptance for merchandise of merit. 


You're “on the beam”’ for bigger sales in Houston, when you use The 


It can do the job alone! 


R. W. McCARTHY 


Notional Advertising 


Manoger 


in HOUSTON 


Getrinc the most for your money out of Houston is EASY... 


which is delivered daily to 


where pay rolls 


THE BRANHAM COMPANY 
National Representatives 


the drink as a regular soda fountain 
item for all its stores. Before long, 
Lem-N-Blennd was being shipped 
as far away as the Hawaiian Islands. 

The next evolution of the drink 
was as a subsidiary product of 
some of the large Pittsburgh dairy 


companies. Reymer furnishes it 
to them in bottles containing 24 
ounces of the concentrate which, 


when mixed with water in propor- 
tion, makes one full gallon of the 
drink. The dairies distribute Lem- 
N-Blennd along with the regular 
deliveries of dairy products, the 
same as orange juice. 


Tests Home Bottle 
Last Eastertime, William C. Hil- 


dcbrand, Reymer’s general sales 
manager, was lying in a_ hospital 
bed looking at the ceiling. Sud- 


denly the thought occurred, “Why 
not pack Lem-N-Blennd in small, 
handy bottles for home consump- 
tion?” As soon as he returned to 
his duties, he presented the idea to 
his superiors and was given per- 
mission to go ahead on a trial basis. 
For the initial test, he secured the 
cooperation of Kaufmann’s Depart- 
ment Store here. 

Kaufmann’s ordered 25 dozen as 
a starter and plugged the new home 
consumption bottle in a small box 
in the store’s regular newspaper 
advertising. Within a few days, in- 
quiries were received from hun- 
dreds of retail outlets all over west- 


— 


ern Pennsylvania. The first orde; 
was for 25 dozen. In June of : 
year, Reymer’s shipped more tha; 
2,000 cases and in July over 5.99 
cases. Although the month is ; 
over at this writing, sales dur); 
August already have mounted 
nearly twice that of July. 


Has Widespread Distribution 


As a soda fountain drink, Lem. 
N-Blennd is represented in all p: in- 
cipal markets from the coast to the 
Mississippi River. So far, Reyne, 
has achieved distribution for ‘h¢ 
home consumption product throus! 
out Ohio, Indiana and Illinois. as 
far as Chicago, all over Pennsy}- 
vania, and as far east as Baltimore 
and Washington, D. C. Outside of 
the immediate Pittsburgh territory, 
in which Reymer acts as its «wy 
wholesalers, all distributio 
secured through jobbers. 

To date, the drink for home «© jp- 
sumption has achieved its acc: pt- 
ance with modest advertising ing 
promotional efforts. The compuny 
itself, is using small ads in Pitt 


burgh newspapers, plus spot an- 
nouncements on news broadcists 
It also furnishes its retail Outlets 


with display materials for windows 
and counters. Outside of Pittsburg) 
this job is largely done by the 
wholesalers and jobbers hand!ing 
Reymer’s products. 


May Plug Other Uses 


However, Mr. Hildebrand ndi- 
cates that there may be a substan- 


tial expansion of the advertising 
and promotion program in behalt 
of Lem-N-Blennd for home cop- 
sumption next year. While essen- 
tially a summer drink, there ar 


possibilities that it could be mac 
a year-round beverage. 

And in concentrate form, Lem-N- 
Blennd adapts itself readily to 
multitude of flavoring uses, so tha’ 
Reymer is seriously considering in- 
troducing a cook book next summe 
containing special recipes in whic 
Lem-N-Blennd, in concentrate 
‘form, can be used not only as 
drink but as a foundation or as 
flavoring extract for such purpose 
as pie-filler, ices, ice box daintic 
etc. 

Four to Mutual 

Station WBLJ, Dalton, Ga., ope 
ating on 1,230 kilocycles with 25 
watts power, has joined the Mutu 
Broadcasting System, and _statior 
WFBR, Baltimore, WGR, Buffa 
and WCAE, Pittsburgh, join the: 
Oct. 1. 


JACKSON® | 


4 


*13, 703,868 


First 7 Months 1939 


First 7 Months 1940 


First 7 Months 1941 


DETROIT 


-—INDUSTRIAL PAYROLLS—— 


°18,895,765 
31,125,343 


PONTIAC METROPOLITAN DISTRICT 
—in the HEART of Mich., Defense Spending 


*181,469,000 
in NATIONAL 
DEFENSE ORDERS! 


PEAK INDUSTRIAL 
EMPLOYMENT -PAYROLLS 
DOUBLE 2 YEARS AGO! 


—that's Pontiac, Michigans 
largest, per capita, Defense 
Order Center. And 
this important trading areé 
with its thousands of highly 
paid industrial workers 90e 
the PONTIAC DAILY PRESS 
into 35,000 homes, 7 out of 
10 taking NO OTHER daily 


newspaper. 


into 


PONTIAC, 


GET THIS THOROUGH COVERAGE AND TAP THE FULL SALES 
POSSIBILITIES IN THIS LARGE MICHIGAN MARKET 


The Pontiac Daily Press 


MICHIGAN 
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NO RUNS 


| POUR YouRSELE % 


_ a pairof — sis 
_ STOCKINGS” 


| with MINER'S LIQUID MAKE-UP 4 
| and save yourself hosiery head- ©.» 
| aches. Just smooth it on .-. . looks like gos 

scomer silk hose. No runs! No twisted seams! | — 
| Stays on for hours! Gives stockingless legs |_| 
| velvety attractiveness and eye-catching | — 
gicmour. Will not rub off or streak! 


Try hosiery shades: Hose Beige and 
Golden Mist. 
For face, arms and legs... | 
| 


wee Hawaiian, aenten and Nut Brown, 


INERS 
MAKE-UP 


Switching to newspaper advertising in 
addition to magazine copy after a news- 
ree! portraying English women having | 
their legs painted had aroused comment, | 
Miner advertisements like this one from 
the "Times," Scranton, Pa. stress the 
carefree joy of liquid hosiery, making | 
no mention of disappearance of silk. 


Leg Beauty Flows 
as Miner’s Pushes 
Ersatz Hosiery | 


New York, Aug. 28.—A motion 
picture showing how women in 
England had beaten the war - time | 
silk stocRing shortage by using 
liquid make-up on their legs, has | 
resulted in an avalanche of inquiries | 
and sales for Miner’s, Inc. that re- | 
cently culminated in the launching 
of cial drive in 60 newspapers 
U ighout the country. 

Insertions for Miner's _ liquid 
make-up were scheduled last spring 
in July and August issues of 21 
magazines, as part of the company’s 
regular Summer = appropriation. 
Although newspapers were used in 
50 cities last summer, and again in 
January in eight Florida cities, 
none was scheduled for this sum- | 
mer. 

The merchandising picture was 
suddenly changed, however, with 
the anpearance of publicity releases 


all over the country playing-up 
the newsreel pictures taken in a 
London “beauty bar.” American 


women, themselves faced with ris- 
ing prices and the possibility of a 


silk shortage, started to emulate 
their British sisters. Miner's hastily | 
revised its advertising plans and 


how insertions are appearing in 60 


newspapers from coast to coast, and | 
will continue sectionally into the | 
winte 

Distribution of Miner’s liquid 


| 
| 
| 


| 


SOLD BY THE WEEK 
IN ONE OR 43 CITIES! 


Whaley Taxiposters are sold 
on a weekly basis. Each ad- 
vertiser has exclusive show- 
ine on all available taxicabs 
in the city or cities selected. 
Average cost 10.4c per thou- 
sand. For details write Wm. 
E. Whaley Co., Washington 
Bidg., Louisville, Ky. 


LEY 


4 » Be , 


make-up has hitherto been largely 
through five and ten and variety 
stores. Since August, however, de- 
partment stores have been clamor- 


ling to carry the Miner’s product 
and considerable cooperative adver- 
tising has been scheduled. Arthur 
Rosenberg is the agency. 
Adds S. G. Bowren 

S. G. Bowren, formerly sales 


manager of Hunter Arms Company, 
Fulton, N. Y., has been named sales 
manager and director of advertising 


|for Harrington & Richardson Arms 


Company, Worcester, Mass. 


Appoints Wettlin & Co. 


Westing Evans & Egmore, Phila- 
delphia, furniture maker, has ap- 


Wine Week Plans 


Based on Tie-In 
Merchandising 


restaurants, railroads, dealers and 
distributors are in for a thorough 
|promotion of wine during National 
|Wine Week, Oct. 12-19. 

| Going into its third annual cele- 
bration, the Wine Institute has laid 
plans for extensive dealer helps and 
advertising in newspapers, maga- 
zines and business papers. Banner 
|posters, counter display cards, side 
| panels for delivery trucks and Wine 
Week menu stickers and engravings 
feature another merchandising at- 


pointed Wettlin & Co., Camden, as /|tack planned along the same lines 


its advertising agency. 


las last year’s campaign. Inclusion 


of railroads is another idea carried | 
|over from last year’s promotion, and | 
cross-country travelers will face 
;menus urging wine and wine-cooked | 
dishes in dining cars. 

Allied groups planning Wine 


| cooperage 

firms, trucking lines, 
jtourist organizations, chambers of 
commerce and trade associations. 
Through these merchandising meth- 
ods and through the advertising 
campaign, the Wine Institute be- 
lieves that 75 per cent of America’s 
|families will have been notified of 
the celebration. 


companies, chemical 


travel and | 


Tom Wheeler Resigns 

Tom L. Wheeler, for 30 years edi- 
jtor of the Indiana Farmer’s Guide, 
'Huntington, Ind., has resigned. 


Clark Joins OPM 

Harry K. Clark, vice-president 
and general manager of the Norton 
Company, Worcester, Mass., has 
been added to the staff of the Office 
of Production Management as a dol- 


San Francisco, Aug. 28.—Hotels, | Week tie-ins are glass companies, | lar a year man. 


Hunter Names Arndt 


Hunter Pressed Steel Company, 
Lansdale, Pa., has appointed Jolin 
Falkner Arndt & Co., Philadelphia, 


to handle its advertising. 


ALMANACS! CALENDARS! 
Year Around Advertising Mediums! 


Copy supplied for U. S. and foreign coun- 
tries—Astronomical Calculations, Weather 
Forecasts, Astrological Readings, Planting 
Tables, Fishing Calendars, etc. 


HART WRIGHT COMPANY 


Penn Yan, N. Y. 


“Whos Boss Around Here” is a question that finds 


many an advertiser in a stew. ¢ Because facts and figures on numbers 
of executives reached by a magazine don’t tell much about how 
important those executives are, nor how intense is their reading 
interest. ¢ But two surveys of key executives, hand-picked for their 
importance, and made by outside investigators, present some perti- 
nent data on who reads what — and how intently. ¢ These surveys 
show NEWSWEEK’s acceptance among “‘bosses’’ almost tripled in 
under a year! Hard to believe? If you think so, we’d like to show you 
our new presentation, that gives the full facts about these surveys, 
as well as a lot of other data demonstrating why NEWSWEEK is 


The Newsweekly that Changed Executive Reading Habits 


P. S. During the last four months, NEWSWEEK has received more voluntary 


communication 


and 109 were new! 


from top executives than any other magazine published. No 
wonder 302 advertisers used NEWSWEEK during the first 8 months of 1941 


ia. si it 
Le __| Oe “1 a 
_ CRE nn nnn ccc ccc c ccc ccc ncn ccc SSSSSSsSSSesssesssesssssssssssssn ae . ; 
ee ——— ny oe 
Pi& 7 
tn — ic 
a ee “a 
aa 
~ 
| | ber 
Ag ge 
: ie. 
Pier 
. ie Tu 
, A & os 
ee | : . 
: 4 ri | 
| a Bap 
€ a 
; 4 
. ee 
: / . 4 
Bie, ¥, “ Ps " te q 
— ~ - - = 
ND HERES RN, Ke : ad 
A JX bsg p- a j 
| 4 ary, ; 
Pa | copy , 4 ‘ Vv 7 
; 4 49 
) ee y @ ie 
ee . we A RES YS — 
q \ 4 \ » _— le, % y 
—_——_—s N) A 
r 
' ; \ 2 
y/ 
/ | aay 
it cmceaciitndibaninmneanoan we uy a 
' ad | gg 
| | os 
| ‘ j 
Whale 4 
miss : : | | 
' ~< ae. 
se Fa i m ee 
ea oa ‘he 
ly i 
yes Bs . i 
ss i 
. ; ee te : 
r TERS 7 
ee , , 
Lye + a: : trek : : : = ty 
EA <TR SR Seas es MR eee Bee et St yy See Meese, “ a OO gt Ram AOR) SIR ee Nm ae eh A en aS ee ye ee Sateen Pe eve Wig. ee a ee 
i me Beck et ne ke ee a cee na Meso Cy Trmnenn! ella jee ORR ea, 


a ; 


ADVERTISING AGE 


September 1, 194; 


dvertising 


THE NATIONAL NEWSPAPER OF ADVERTISING 
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The Priorities Situation 


Defense needs come first, 
OPM is realizing the necessity of 
establishing priorities in favor of 


but | fense 


essential services outside the sphere | 


of military requirements. 
ample, an A-10 rating been 
given to a certain limited group of 


has 


For ex- | 


needs necessarily have 


| 
| 
an) 


} 


CHICAGO: O. L. Bruns, Western Advertising Manager; J. C. Gafford. | 


LOS ANGELES: Simpson-Reilly, Ltd., Garfield Bldg., N. F. Loundagin, Manager. | 


10 Cents a Copy, $2 a Year | 


the | 


right of way, procurement for de- | 
fense should be set up on such a 


basis that the business and civilian 
needs of the nation will be taken 


'eare of to the greatest possible de- 


products used in hospital and medi- | 


cal work, including drugs, instru- 
ments, X-ray apparatus, operating 
room equipment, etc. However, it 
has been pointed out that a hospi- 
tal needs more than _ technical 
equipment in order to supply serv- 
ice to patients, and that the same 


rating should be given to furniture, 


building equipment and everything 
else needed to maintain these essen- 
tial public health facilities. 

In the same way, automobile pro- 
duction is being drastically cut, but 
provision has been made for in- 
creasing the output of motor trucks. 
This is an apparently logical dis- 
tinction between business and in- 
dividual requirements, but it tends 
to obscure the obvious fact that 
most passenger car mileage is ac- 
cumulated not for “pleasure driv- 
ing,” but in the process of earning 
a living. In fact, the Automobile 
Manufacturers’ Association points 
out that more than half of the 498,- 


gree, that shortages and other 
disruptions of normal operations 
will be created only where it is im- 
to avoid them. That 
in the classic example 
in which Donald M. Nelson per- 
suaded the Navy Department not 
to order for immediate delivery a 
five years’ supply of typewriter 


50 


possible 


means, as 


ribbons, that defense production be | 


adjusted to the ability of the war 
machine to absorb it. 

Small struggling for 
the right to continue in existence, 
because of inability to obtain steel 
and other essential materials due to 
lack of priority ratings. Incident- 
ally, many ratings have been 
issued that most of those in the 
lower brackets are almost as badly 
off as if they had none. But those 
who are providing essential com- 


business is 


so 


|modities for civilian, industrial and 


000,000,000 passenger miles of mo- | 


tor travel last year 
business activities. 

It is almost impossible, 
field, to 
unnecessary or undesirable. 


represented 


in any 
say that consumption is 
What 


institutional consumers should not 
be placed beyond the pale as far as 
having access to sources of supply 
is concerned, 

This is a tremendously difficult 
situation, but properly planned and 
organized there should be reason- 
able opportunity for the mainte- 
nance of normal production and 
consumption not labeled “defense” 


should be said is that while de-|and not protected by priorities. 


War Prosperity Is Selective 


The income of the American peo- 
ple for 1941 is estimated at 85 bil- 
lion dollars, an increase of 9 bil- 
lions over 1940 and 20 billions over 
1938. In fact, it is almost two per 
cent greater than the figure for 1929, 
the previous peak year, so that all 
records will be smashed by the 
current twelvemonth period. This 
means expanding buying power and 
expanding markets, but it also 
means a_ selective distribution of 
prosperity and hence corresponding 
need for selectivity in marketing 
and advertising activities. 

As the Brookmire 
Service points out in a 
analysis of the situation, “The 
armament - stimulated expansion— 
plus the advance in the price level 
—is generating an uptrend in na- 
tional income that is breaking all 
past records and spells prosperity 
for the American people. 

“It must be recognized, however, 
that the rising cost of living, mount- 


recent 


| will 


ing tax burden and increasing de- 
fense or war dislocations from now 


|on will tend to create more selec- 


tive conditions. 

“While the upward trend of in- 
comes will favor liberal spending, 
growing government restrictions 
make the public’s purchases 


jincreasingly selective. 


Economic | 


“As business 


watchful of 


a consequence, 
houses must be more 
the diverse effects upon retail 
trade, manufacturing operations 
and earnings—with some industries 


| Standing, which requires the con- 


ADVERTISING'S REWARDS FOR LEARNING 


"You'll just have to speak to your son, Mrs. Dooley. 


question correctly he insists upon ‘ten 


Every time he answers a 
bucks and a set of encyclopedias!’ " 


Ad-libbing 


Guest Poet 


Breaking a_ precedent of long 


|ductor of this column to fill every 


| Ad-libbing 


| the truth, but it’s lots of fun.” 


i 
| 


~ 


and geographical areas booming as | 


they have never boomed before, 
while others will be retarded more 
or less drastically.” 

Such situation 


a represents 


|opportunity for alert merchandising 


and advertising direction. The guid- 
ance of wise marketing executives 
is more than ever needed to insure 
the application of advertising and 
sales pressure to the right prod- 
ucts and the right markets. 


|General 
an 


| tion 


inch of it with his own drivelings, | 

here presents its first 
guest poem, contributed by Ted 
Kirby of Pedlar & Ryan with the 
explanation that “this is far from 
And 
having broken a precedent which 
has been steeped in tradition, Ad- | 
libbing goes whole hog and invites | 
the whole world to help the con- 
ductor fill this space. There is no 
financial benefit, but the rewards are 
nevertheless substantial; the writer | 


|should get some fun out of writing | 


the stuff, and he should get sub- | 
stantial satisfaction out of reading | 
it, knowing that its very appearance 
has eliminated that much less 
worth-while guff which would nor- 
mally be written by the conductor. | 


So Much for Advertising 
Advertising is selling they say 
Using words a logical way, 
Whispering softly or shouting 
Hoping that no one answers, 


s0O 


Buy! 
Why? 


tousing desires, playing on fears, 
Picturing beauty and flowing tears 
‘lip the coupon and change your luck 
For one box top and half a buck 


Make this test 


at our expense 
No telling what the recompense 
Enter this contest, complete the 
jingle, 


Aren't you weary of staying single” 


Stoppers, sub-heads, substantiation 

Product born of inspiration 

Try it, buy it, come back for more 

At any drug or department store 

Advertising—child of hope 

Feeding on cigarets, beer, and soap 

Some would say you live in sin 

When does the next campaign begin? 
Ted Kirby 

Talking Price 


For plain and forceful and effec- 
tive speaking On a delicate subject, 
the booklet recently published by 

Electric Company, and 
the work of John Porter, 
is in the central station sec- 
of the publicity department, 
deserves special commendation. 

Designed primarily for distribu- 


largely 
who 


|tion to users and prospective users 


| 
| 


of G-E apparatus and equipment, 
it talks about prices, and the G-E 
price structure in particular. “The 


fable of Haroun al-Rashid and the 


stars that could be seen in the day- | 


time has an almost identical count- 
erpart in the present belief of many 
General Electric customers concern- 
ing the General Electric price struc- 
ture,” it says. 

“What G-E commercial man — or 


Informatio 
| for 
Advertisers 


| The following documents may 
|secured without charge from com. 
| panies sponsoring them, or thr« 
| ADVERTISING AGE, by any naticna) 
-advertiser or advertising age icy 
|executive writing on his busin-ss 
letterhead. 


| No. 1861. Food Judgment. 


Food Industries has issued is 
booklet, which contains an anal sis 
‘of the food industry, describing ‘he 
| function of the control of qua ty 
‘from the selection of raw mater (Js 
|to delivery of the finished prodwct 
The booklet goes on to show how 
| Food Industries’ editorial conte: 
|is geared to serve the food ma 
‘facturing field. 
| 


n 


|No. 1862. WROL, Knoxville. 

| This booklet, issued by Radio 
|Station WROL, Knoxville, Tenn. 
|contains maps and market data, «nd 
| tells about the station’s new stu- 


|dios, increased power and facilities, 


|No. 1863. If You Wish for P! 


is 
Sales. 

The Clarion-Ledger and Nevwvs, 
Jackson, Miss., tell why you should 
|pick Jackson, giving reasons bear- 
ing on increased industrial activity 
and population, construction of a 


new air base, and reopening of an 
army post. 


No. 1864. Rate and Data Catalog 
Richmond Advertising Service 
has issued its new 1941-1942 rate 


and data catalog for the high schoo! 
market. Rates, circulation and sta- 
tistical data are given for 738 high 
school newspapers, magazines and 
yearbooks having a total circulation 
of 1,490,528 students. ® 


No. 1833. Zones of Influence. 

County tabulations of occupied 
dwelling units, circulation and re- 
tail sales, with accompanying maps, 
indicate the zones of influence of 
the Oklahoman and Times, Okla- 
homa City, in this folder issued by 
The Katz Agency. 


engineering or factory man, for that | 


matter—has not heard the oft-re- 
peated statement, ‘G-E builds great 
apparatus, but man, oh, man! 
they hold their prices up!’ 

“It is not surprising that many 
customers believe that General 
Electric holds its prices up. It 
too easy to believe what it is pop- 
ular to believe. . . Even G-E com- 
mercial men, facing almost daily 
the cry of high prices, have some- 
times not been too sure of their 
ground. . . To many G-E commer- 
cial men who have a general knowl- 
edge of many apparatus lines but 
an intimate knowledge of only a 
few, the over-all price picture may 
sometimes 


1s 


appear elusive and in- 
definite. Yet the true story is not 
mysterious or confusing. The 


facts are easy to understand, and 
they lead to a single, inescapable 
conclusion: General Electric con- 
sistently passes along to its cus- 
tomers—in the form of lower prices 
—Suvings that result from engi- 


neering research and improvements |? 


in manufacturing technique.” 

Then come pages of simple charts 
and plain language The average 
price of all G-E apparatus went 
down 3% per cent from 1937 to 
1940, while the prices of 12 lines 
edged upward, the prices of 9 re- 
mained the same, and the prices of 
29 were reduced. Distribution 
transformers averaged 15 to 20 per 
cent lower in 1940 than in 1937; 
switchgear equipment went down 


| 10 per cent; turbine generator prices 


dropped 2.2 per cent; and so on. 


The belief is more widespread 
than might be thought that large 
companies, especially those with 


products difficult to secure from a 
large number of sources, artificially 
hold prices at high levels. A direct 
approach to this sales problem, as 
made by General Electric, should 
do much to knock down this argu- 
ment among prospects, while at the 
same time substantially bolstering 


|the morale of the sales forces. 


do | 


No. 1841. How Public Opinion Is 
Formed. 
“What are the power plants 


{which generate opinions?” The 
|United States News asks and an- 
|swers in this booklet. How public 
|opinion originates, what kind of 
|people compose America’s opinion- 
|forming group, and how effectively 
ithey may be reached are discussed. 


No. 1761. WOW Market Maps 

| Radio Station WOW, Omaha, has 
| issued two new maps—one show- 
{ing an analysis of mail response, 
jand the other showing effective 
|buying income. The mail map 
gives a clear picture of coverage 
and audience strength by indicating 
| percentages of response, by county, 
to the number of radio homes 


No. 1816. Mr. President: 

Your Advertising Manager 
The Associated Business Papers, 

Inc., has issued this booklet wv 

is in the nature of a consulta! 

jabout the advertising man: 
what kind of a man he is, W 


t ne 


‘is really worth and how to get the 
most out of him. 

|No. 1815. Post-Mark Count 

| The Journal, Portland, re 
| offers this folder contains ° 
breakdown of all lettens a 


by its Household Arts Ser 
|partment in a four-week 
‘during which no special >< W* 
made for mail. The cou! 
tabulation indicates the / 
| penetration of the market 


No. 1798. Grocery Advertis 

ord in Chicago Newspe! 

The Chicago Daily N' 

issued this account-by-acc 
alysis of grocery advertising 
cago newspapers during 194". 
study covers retail, gene! 
total advertising in the 
| Classification. 


The 
and 


sroceryv 
grocer} 


V¢ 


’ 


hog 
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SELLS LESS 


PLEASE 
USE LESS 


Use less and save more’ applies to | 
goods as muchasto money. There | 
is much less Brylcreem in the shops 

so when you have a bottle, please 
make it go twice as far. 

One obvious way is to use half the 
normal quantity. It will be sufficient 

o keep your hair smart and healthy. 
Here are— 


TWO HELPFUL TIPS 


(1) It is important to shake the bottle the right way, 
for ‘expert shaking’ makes the Cream ‘ Fluid,’ thus 
qpabling you to control the flow. 


Grasp the bottle as shown (note the finger firmly on the 
cap), then flick the wrist smartly to and fro in semi-rotary 
fashion. In a few seconds you'll be able to measure 
an economical quantity from the even-flowing Cream. 


(2) When the bottle is nearly empty add a teaspoon- 
ful of clean, cold water, shake vigorously for a minute 
and note how cleanly the Cream comes from the 
Bottle. Yes! You can use the last drop. 


BRYLCREEM—The Perfect Hairdressing 


mae yun 


The usual procedure goes into reverse 
in this Brylcreem advertisement in the 
British press, which urges consumers NOT 
to buy more, but to make a bottle of 
hairdressing go twice as far. 


First Magazine 
Copy for Clapp 
Cereal Released 


(Picture on Page 35) 
New York, Aug. 26.— Following 
insertions in about 50 
ies during the past few months, 
Harold H. Clapp, Inc., will release 
first magazine copy for its new 
cereal food for babies in the Sept. 
8 issue of Life and in the October 
ssues Of Parents’ and True Story. 
The product’s taste qualities will be 
— zed in the three full-page 
ids, 
The same magazines will carry 
Clapp copy in November and De- 
ember, with the full baby food 
ine featured. Young & Rubicam 
s the agency. 


Hoffman & York Adds 
Lakeland Mfg. Company, She- 
ooygan, Wis., has appointed Hoff- 
man & York, Milwaukee, to handle 
's advertising. 


Gets Shoe Account 


The W. L. Douglas Shoe Com- | 
pany, Brockton, Mass., has ap-| 
De inted Harold Cabot & Co., Boston, 


fhandie its advertising. 


(ee 


John David on WMBT 


| will be identified at point of sale 
| by a tag tying in with the broad- 


BRYLCREEM ; 


: garine, Mr. Ammon said that Wis- Sept. 6, when the new FSA stand- 
Dairy Interests a ae aks ueeeans Gidien, otk 
Seen Divs. ee Yak, wen Y consin is preparing to enforce ards become effective, seeking to 


. 2 ‘ ee : strictly sts : iti have their product replace butter 
clothing chain, will launch “Men’s trictly the statute prohibiting the 
Wear SHighlights of Television,” Ask State Ban on sale of any foods containing ben- /|@S a national spread. They want 


over Station WNBT, National zoate of soda or preservatives that 2" unrestricted and unregulated 

Broadcasting Company television FSA-Okayed Oleo may be used auhie the new FSA Market. . .” 

outlet in New York, starting Sept. | Madison, Wis., Aug. 26.—A new regulations. If the margarine a 

i Scat } ao = oni |move in the looming dairymen- makers” attempt to sell vegetable Names Gray & Rogers 
margarine makers battle was dis- | oil mixed with butter, Ammon said, Wilkening Mfg. Company, Phila- 

closed last week when Ralph E./|the state will bring action charg- | delphia, has named Gray & Rogers, 

ast. Norman D. Waters & Asso-| Ammon, director of the Wisconsin | ing the product is adulterated but- Philadelphia, to handle its adver- 


ciates, New York, is the agency. department of agriculture, said that /|ter. Dairy interests in other states tising. 
a |states would be asked to ban the | are urging the adoption of similar 
: new margarine products which the | legislation to Wisconsin’s, he added. 
Ward to Washington Federal Security Administration’s “There is a ready market for all EVERLASTING PORCE. 


LAIN ENAMEL GUARAN. 
TEED FOR 10 YEARS 


Zenith Radio ge Chi- | standards allow to be colored, pre-| the vegetable oils and animal fats 
_— —_ gn ng ® bags ig served, flavored and impregnated | in markets other than those com- 
,_Y . Si es wo P ¢ — ° . . . . . 
meriy sa & , with vitamins in close imitation of | petitive to butter fats,” his state- 


motive division, to head a new aat s ’ - 

Washington office which has been butter. ment said in part. “We know that a 

opened for the contacting of various In addition to the 15-cent tax |the oleo makers are prepared to by ART K 

divisions of the government. which Wisconsin imposes on mar- launch a national campaign after Bry: CO. LIMA, OHIO 


“David Harum,” sponsored by the B. T. Babbitt Co., 
has been a top-ranking morning show for many years. 
It's been promoted well and often, seemingly from every 
possible angle. 

But our promotional staff began to dig for a new idea— 
and came up with a natural. They scoured the David 
Harum countryside for old timers who knew him when 
he lived. They unearthed fascinating true tales of him. 
And they wove all this into a dramatic half hour show. 


How good was it? So good the Red Network adapted 
it to a half-hour evening program—one of the few times 
in radio history that a promotion on a morning serial 
has been broadcast coast-to-coast as an evening feature. 


PP 


tk kk kkk kk 


Month after month, 
and year after year, 
NATION'S BUSINESS 
continues to be the 
magazine MOS{ wanted 


by business men. 


The 359,171 business men 
who vote with cash for Na- 
on's Business are 199,000 
wore than vote for the next 


srgest business magazine. 


Purr rkrkcxxs Be ae @ REPRESENTED 


ing Saou 
5000 Watts at 570 kc. 
“The Perfect Combination" 
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FREE TRAINING 
TRAINING 


FREE 
Ga e 515002 
/ | 


| oe eme/weERING AND DRAW \ 
genni 


LOOK WHAT THE U. S. NAVY 
AND MAVAL RESERVE OFFER YOU 
rene 


somes ’ Pome rene - 


Get thes FREE Booklet @ 


ou oeutsssn arven ren curwermey G 
How the Navy talks to city prospects in 
first copy addressed to a metropolitan 


audience. This advertisement appeared in 
Springfield, Mass. 


Nuyen’s Now U. S. 
Product, Theme of 


Magazine Drive 

New 
tensive consumer advertising for 
Nuyen’s cordials, distributed by 
Canada Dry Ginger Ale, has been 
scheduled to appear in September 
in a campaign that will carry 


| 
| 
| 
| 


York, Aug. 27.—First ex- | 


through the last four months of this | 


year. 

With space running to approxi- 
mately a half-page, insertions will 
appear in Country Life, Cue, Es- 
quire, Fortune, The New Yorker, 
Promenade, Time and Town & 
Country. Copy will stress. that 
Nuyen’s cordials are now being 
made in the United States with 
essences and equipment that the 
company has brought here, and that 
the same methods of liqueur manu- 
facture used in France will be em- 
ployed in making the American 
product. J. M. Mathes directs the 
account. 


“Buy-Lines” to Start 
in Sept. 7 Issues 


“Buy-Lines by Nancy Sasser,” a 
shopping column for national adver- 


tisers, will make its initial appear- | 


ance in 32 Sunday newspapers Sept. 
7. Contracts now approximating 


$100,000 have been placed to appear | 


in the first cycle of insertions. 
Original participants in the col- 
umn are: Armand Company, Farel 


Destin, Inc., Lektrolite Corporation, | 


Kurlash Company, Affiliated Prod- 


ucts, Inc., (Louis Philippe), Pacific | 


Mills, Pacquin, Ine., Pepsodent 
Company, Silex Company, Alexan- 
der Smith & Sons Carpet Company 
and McGraw Electric Company 
(Toastmaster). 


Raises Patton, Dietrich 

Ward H. Patton, director of sales 
and advertising, and W. F. Dietrich, 
assistant general manager, have 
been named vice-presidents of the 
Minnesota Valley Canning Com- 
pany, Le Seur, Minn. 


YOU NEED ITY; 
= ‘ 


CLEVELAND... 
ih {AKRON ® : 
| ASHLAND, = 
> 2.4 


Represented by 
Paul H. Raymer Co. 


Handbill Ban Upset | 


Following a ruling by Common |} 
Pleas Judge Kirt Logsdon that the | 
present Tulsa city ordinance re-| 
quiring a license for the distribu- | 
tion of handbills, circulars and other | 
material conflicted with constitu- | 
tional guarantees of freedom of the | 
press, the Tulsa city commissioners 
have instructed the legal depart- 
ment to draft an ordinance repeal- 
ing the license requirement. 


Beeson Changes Name 

Sterling Beeson, Inc., Toledo, has 
changed its name to Beeson-Faller- 
Reichert, Inc. Officers in the new 
company are Sterling Beeson, chair- 
man of the board; John O. Munn, 
president; R. J. Faller, vice-presi- 
dent; Arthur Reichert, vice-presi- 
dent: and H. Reed Sturgeon, secre- 
tary and treasurer. 


N. Y. Legislature 
To Get Periodic 
Consumer Dept. Bil 


Albany, Aug. 28.—The New York 
legislature 


| organization from kindergarten by consumers’ groups. 
|teachers to highway builders.” He | Conan 
placed the daily expenditure by the Monk Adds Three 
'state’s 3,502,000 families in 315,000) jyoward H. Monk & Assoc 
| retail stores at $21,000,000. | Rockford, IIl., has added the f¢ 
Periodic efforts have been made | ing men to its personnel: Thon 
will be asked to con-|to create a consumer department Wright, formerly with the 


sider a constitutional amendment |in the state’s government for | NE ee 
establishing a consumer department | past five years without success. Roth P+ Med & hernhard 
in the state government during the |The bills, some of which have - ; 


1942 session, State Senator Phelps |sought to accomplish the depart- | <8’ 
Phelps, New York City, has an-|ment’s creation by fiat of law and 
nounced. | others by constitutional amendment | as 
Describing the consumers of the |—one even having been introduced Jelke Adds Elliott 

state as one of the largest unor-/|at the constitutional convention of | : : — 

ganized bodies in the United | 1938—have never been reported | sin eee Ch 
States, Sen. Phelps asserted that “‘a from committee. - general sales came, weal 
department such as I _ propose | New York City legislators have | Jensen has been named ma 
would give the citizen-consumer | generally been the bills’ sponsors,| of the newly-created merch: 


and George L. DeVilk 
staff, formerly free lance artis 
designer in Chicago. 


‘the immediate contacts with the|and the measures are usually de-! ing department. 


194) 


| legislature now available to every |seribed as advocated and supp: rteq 
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second show was given at Fort 


R. ]. Reynolds’ | 
Opry Unit Plays (15.006. Testative bookings are lined 
to Service Camps in camps throughout the coun- 


Neshville, Aug. 28.—The R. J. The unit travels in a “Camel Car- 


geyrolds Tobacco Company has avan” of four sedans, a dressing | 


eted plans to provide travel- pe — yyy and Spy 
itertainment for omeers and ‘stage eo he erformal . ‘Witten 
gen throughout the army. camps, | Hage fer the performance, William 
> p é wi é é - . 7 

The programs will be on an abso hwy present tour, is salar stood to be 


iutely goodwill basis, for they will | 
not /¢ broadcast. Already in mo- |making arrangements for other 


a the Grand Ole Opry troupe units to present entertainment at 
10 . ? ay — | 
whic) Reynolds has sponsored over ve oa 


NBC-Southern Red for a number of | 


year. from Station WSM, Nashville.| Promotes Al Bland 


Afer a sneak preview at Shelby! station WCKY, Cincinnati, has 
park in Nashville, the unit opened|named Al Bland, who joined the 
it Comp Forrest, Tullahoma, Tenn., | station in 1939, production manager. 


before 5,000 men on Aug. 1; the 


F eatures *“ ‘York Plan” 


The “York Plan” of industrial 
cooperation, developed and put into 
operation by the manufacturers of 
York, Pa., will be explained in 
double-page advertisements of the 
York Ice Machinery Corporation 
appearing in Business Week, For- 
tune, Nation’s Business, Newsweek, 
and Time during September. Copy 
will tell how the plan utilizes the 


| facilities of all plants in a particu- 


lar region and how the company is 
participating “for the duration.” J. 
M. Mathes, New York, is the agency. 


Pal Blade Appoints 

Pal Blade Company, New York, 
has appointed Irwin Vladimir & 
Co., New York, to handle its ad- 
vertising in Latin America. Daniel 
C. Kaufherr is account executive. 


Boosts Space Rates 


The Nebraska Farmer, Lincoln, 
has issued a new rate card No. 15 
advancing rates from 90 cents to 
$1 per line for general advertising 
and from 25 to 30 cents per line for 
zone editions. Page rates are ad- 
vanced from $650 to $725 for the 
full edition, and from $175 to $210 
for the zone editions. The new rates 
become effective Jan. 1, 1942. 


Plugs Coffeematic 

Landers, Frary & Clark, New 
Britain, Conn., has launched a busi- 
ness paper and general magazine 
campaign on behalf of its Universal 
Coffeematic. General publications 
to be used include Good Housekeep- 
ing, House Beautiful, House Beau- 
tiful’s Guide for the Bride, House 
& Garden, Woman's Home Com- 
panion and Sunset. 


Preliminary survey by ELMO ROPER in ten cities 


emphasizes the tremendous importance to national 
advertisers of four leading women’s magazines ee 


8,000 interviews already completed. 


out forauthoritative facts. Even more 
the WOMEN’S 
most 1m- 
portant, most stable and most profitable. 

It is, therefore, of considerably more- 
than-average interest to advertisers that 
Good Housekeeping has taken the lead in 


6 per: LIKE THESE are times that cry 


than in ordinary times, 
market looms up as America’s 


than was heretofore 


authorizing a survey by ELMO ROPER 


on the present-day women’s 
audience. 


Startling News Already Revealed 
This survey, which will be a penetrating 
analysis of the market being reached by 
each one of the four leading women’s 
magazines, has already revealed one star- 
tling piece of news:—Preliminary returns, 
based on 8,000 interviews in 10 cities, 
indicate that the combined readership of 
the four leading women’s magazines repre- 
sents a greater total women’s audience 


magazine 


believed possible. 


Interviews in this magazine survey are 
now being conducted by the Roper Staff 
on a national basis, using the latest and 
most authoritative method of readership 
research now at the command of the pro- 
fession. Complete and final findings will 
be announced sometime in December. 


New knowledge on the reading habits of the 49 
million women over 15 years of age in the United 


States is so timely and vital that Mr. Roper has 
consented to release it to us immediately. Inter- 
ested advertisers and their agencies now may 


review the findings. 


ings—with nothing 
taken away. 


It would be non-scientific to quote isolated 
excerpts from this preliminary report. We 
suggest, for that reason, that you make 
an appointment to review all these find- 


added and nothing 


Your inquiry on your own letterhead 
will receive prompt attention. 


| Housekeeping 


Leader in the Women’s Field 


NEW YORK 
57TH STREET 
AT 
8TH AVENUE 


Match Furnishings 
to Personality, 
Smith Tells Women 


Yonkers, N. Y., Aug. 28.—Drama- 
tizing the feminine personality as an 
inherent part of interior decoration, 
Alexander Smith & Sons Carpet 
Company will continue its success- 
ful “colorama” copy theme this fall 
in one of its most extensive cam- 
paigns. Home-makers will be en- 
abled to match their rugs not only 
with wallpaper and draperies, but 
with the color of their hair as well. 

Each advertisement will be de- 
voted to a specific color type, in- 
cluding the blonde, silver-grey, red- 
head, brown-haired and brunette. 
Well-known photographers’ models 
will be posed in a large color photo- 
graph against an ensemble which 
will include samples of a rug, cur- 
tains, upholstery fabrics and wall- 
paper—all chosen to flatter her 
particular type. A small color 
photograph will show the model in 
a room in which the materials in 
the large photograph will be used 
as actual room furnishings. 


Another Campaign Planned 


Fall insertions, starting with Sep- 
tember issues, are scheduled for 
American Home, Better Homes & 
Gardens, Good Housekeeping, House 
| Beautiful, House & Garden, Ladies’ 
Home Journal and McCall's. 

Another Alexander Smith cam- 
paign, featuring broadloom carpets, 
will be run in fall issues of Archi- 
tectural Record, Brides’ Magazine, 
Time and Woman's Home Com- 
panion, 

Supplementing the magazines will 
he a ge Ci umpaign to be run in 
Nancy Sasser’s “Buy Lines” shop- 
| ping « column, which appears weekly 
| in 35 Sunday newspapers through- 
lout the country. The newspaper in- 
| sertions begin Sept. 7 and continue 
| for 13 weeks. 
| A prize contest for dealers has 
been tied-in with the consumer ad- 
| vertising. Retail salespeople have 
been invited to submit not more 
than 100 words telling which one of 
the fall series of color advertise- 
ments they think will appeal most 
to women. One hundred prizes 
totaling $2,200 have been offered. 

Anderson, Davis & Platte, New 
York, handles the Alexander Smith 
account. 


| Pleads Bankruptcy 


Sprague Publications, Inc., pub- 
lishers of American Boy, has filed 
a voluntary petition in bankruptcy 
in federal court in Detroit. Publi- 
leation of the magazine was Ssus- 
|pended June 20 with the combined 
July and August issue. The peti- 
tion listed assets of $9,191 and lia- 
bilities of $138, 389. 


Wakefield Leaves Vanity 


E. M. Wakefield, Jr., advertising 
and sales promotion director of 
Vanity Fair Silk Mills, New York, 
has resigned effective Sept. 1. 


---more than just 
a radio station -- 


a Baltimore 
institution! 


GOING MUTUAL--OCTOBER*1 
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Victory Window 

To the Editor: At the suggestion 
of Joseph H. White, advertising 
director for Alfred Decker & Cohn 


separate cover, a photograph of our 
recent 


“Victory” advertisement which ran 
in the Tulsa World. As you will 


every single member of the Clarke | 
store family is now the proud | 
owner of one or more national de- 
: fense bonds. | 
. +. Mr. White seemed to think you | 
: 


| 
| 


would be interested in this patriotic, 
good-will presentation of ours. 
W. H. CrLarkKe, | 

Clarke’s, Tulsa, Okla. | 


, ¥ 


Oklahoma Clears Up 
Highway Sign Status 

To the Editor: Recently it was 
announced by the Oklahoma High- 
way Commission that all agree- 
ments permitting advertising signs 
os 2 on state highway rights-of-way had 
4 J been canceled. 

In order to be certain that this 
action by the Oklahoma Highway | 
Commission shall not be misunder- 
stood, I wish to take this opportun- 
ity of calling your attention to the 
fact that the commission's order | 
does not apply in any way to the 
full-sized highway advertising dis- 
play boards, sometimes designatec | 
as “24-sheet outdoor display signs.” | 
None of these latter has been placed | 
in highway rights-of-way in our 
state. They are situated upon pri- | 
vate property, and are not affected | 
by the Highway Commission’s rul- 
ing in any way. 

Incidentally, while I am writing | 
to you, I should like to take occa- | 
sion to say that the Oklahoma De- 
partment of Public Safety is being | 
accorded most excellent cooperation 
in its safety campaign by the vari- 
ous proprietors of full-sized out- 
door advertising sign companies in 
Oklahoma. The generous attitude 
of these companies toward this de- 
partment prompts me to call your 
attention to the fact that the only 
signs affected by the Highway Com- 
mission’s ruling were the small, 
nondescript boards usually found 
in highway rights-of-way, immedi- 
ately adjacent to the paved slab. 

WALTER B. JOHNSON, 

Commissioner, Department of 

Public Safety, State of Okla- 

homa, Oklahoma City. 


, + ¥ 


Stevens Claims First 


in Tourist Promotion 


To the Editor: In the Aug. 11 
issue of ApverTISING AGE I read 
your editorial entitled “The Prob- 
lem of the Hotels.” It was of par- 
ticular interest to us in the hotel 
field. 

I cannot, however, overlook the 
fact that in your omission of The 
Stevens Hotel in Chicago, a pioneer 
in the field of promoting tourist 
trade, you failed to mention the 
very hotel that inaugurated the 
tourist business plan. From June 1 


of Chicago, I am sending you, under | 


“Victory” window. Also, | 
copy of radio broadcast and the | 


note, all of these stress the fact that | 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


DO THEIR DUTY {must he do the whole job when the 


} 


Window display used by Clarke's, Tulsa 
clothing store, which features the fact 
that every employe has purchased de- 
fense bonds. The bonds themselves, with 
the owner's name above, form the design. 


in the garage adjacent to the hotel, 
“a serving of ice-cold, fresh lemon- 
ade upon arrival in your room,” a 
continental breakfast served in the 
breakfast nook on the room floor, 
and a morning newspaper. Regis- 
trations are handled at the floor 
clerk’s desk on the motorists’ floor, 
the usual registration procedure in | 
the lobby being eliminated. | 


+, © ¥ 


Morton Tells Why Tax 
on Advertising Is Bad 


To the Editor: I enclose copy | 
of a letter addressed to Senator | 
George, chairman of the Senate | 
committee now weighing the advis- 
ability of a tax on certain forms 
of advertising. 

Very truly yours, 
W. J. Morton, 

Wm. J. Morton Company, New 

York. 

“A tax on advertising is a tax 
on taxes! 

“Advertising has kept consumer 
purchases of cosmetics and many 
other products high in Canada, de- 
spite taxes that might otherwise 
have made them slump. It can 
do the same here. 

“Advertising keeps the wheels of 
non-defense industry going, main- 
tains non-defense earnings, and 
thus contributes to income tax reve- 
nue. 

“It is through advertising that 
consumer purchasing habits can be 
adjusted to the needs of national 
defense with minimum hardship 
and waste. 

“The government itself, to sell its 
defense bonds and stamps, to recruit 
its armed strength, resorts to ad- 
vertising. But advertisers have 
employed their own advertising 
space and time to disseminate news, 
fortify morale and further the de- 
fense effort. A tax on advertising 
will throw more of this burden on 
the government itself.” 


— ¥ F 


to Aug. 15 of this year alone, over 
3,000 guests have come to The Ste- 
vens on this plan, some of whom 
have stayed as long as six weeks 
and many of whom have returned 
four times in one season. This plan 
was inaugurated in June, 1939. 

Conceived by General Manager 
Joseph P. Binns, The Stevens Motor- 
ist Plan has received widespread 
advertising through a tie-up with 
300 filling stations in the Middle- 
west, billboards, and direct mail 
advertising. 

I am enclosing a tear sheet from 
Hotel World Review, and a folder 
describing the plan. 

FRANK J. IRVING, 

Executive Assistant Manager, 

The Stevens, Chicago. 

[Editor’s Note: The Stevens’ 
“special motorist plan” costs $2.85 
per person for two persons in a 
double room, and slightly less for 
three or four in a room. Included 
in this cost are overnight parking 


Appalled at Lack 


of Definite Action 

To the Editor: “For a United 
|Front’” makes a nice title. It’s a 
| good idea, so far as it goes, but it 


life blood is their advertising, have 


fife blood i of the country, whose 


column inches to spare? 

The tax threat is, of course, omi- 
nous. It is our own fault, however. 
At this late date, advertising is not 
sold! Law, insurance and medicine 
are. Years back, I tried to get agen- 
cies and publishers to pool a fund 
(a self tax!) to be used to adver- 
tise advertising, but without success. 


| 


| If you want to put “teeth” in 
| your 


} run 


bush.” 


to 
and mailed to Congress- 


blank protest coupons, 
torn out 
; men? 
CLAUDE SCHAFFNER, 
Advertising 


Agency, New Haven, Conn. 


She Don’t Want It 


To the Editor: To quote Snuffy | 


Smith, this “takes the rag off’n the | Words of Wisdom 
For obvious reasons, I don’t | 
wish to have the name of my com- Mr. John B. Haggerty but it looks 
pany published in connection with! as though he is helping to stab his! 


be 


vvry 
| year’s calendar. 
To the Editor: We don’t know | Sales Manager, 


delphia. 


|/number of those who receiv: 


September 1, 194) 
cuca — —— 
' es 
this correspondence, but I’d like to | Own livelihood; namely, adv: tising 
have some of my advertising con- | when he urges a doubled radio tay 
freres see the type of intelligence| With consumers on the marg 
that is in “goverment searvis.” It|@nd Messrs, Thurman Arnold ang 
might help explain some of the gov- | Leon Cee beating the wa, 
ernmental attitude toward adver-|@rums against advertising, it loo,, 
tising like a case of “United we stang_ 
“This letter reached our company | divided we fal” its only a Step 
A ad 8: | from taxing radio to taxing printeg 
bp — ; | advertising matter, and would Hag. 
ea 0. | ° 9 . 4 
| As I were reading your reducing | 8€Tty like that? We think \ 
Plain and I am Werrid With that] Yours for unity in the ac vertis. 
Excess fat Please send me a treatment | ing business. 
pe oni bd a — ar i best = Georce C. McN1t , 
eiaae 0 e aren or you Ane | 7 * 3 a “ . 
Dezie send me six treatmen | Advertising Manager, R G — 
When sold Will return money | Tourneau, Inc., Peoria, I! 
. Your very truly | vey 
j Mrs. —— - —- 
% The next day, we got this one It's Calendar Time 
iy Dear Co on Aug the 7 rs i 
| We are now reaping the whirlwind! | i ™#!! 4m order to be fill by you. and Again—for McCandlish 
ae 4 |} send to me that Reludung Plain but I di - We are 
im }at that teime did not Knou it ——— To the Editor: e are h ng ; 
‘ | and ma-| were agenest the order of the gou-|sample of our August, 1941-A ugys 
| terials restrictions, why don’t you] vernment ge: "ao" mothers | oar calendar sent to you The 
j searvis ane i not do nothern : P ie Ect; ee 
- agenest the order. Plese do not send subject matter is a Gloucest a 
lit by no meanes. bor scene painted by Gordon ‘ran; 
| very truley —— | Last year’s experiment in sring. 
| Id like to know what kind of/ing out a “mid-year” ca) onda 
|““goverment searvis” she is in. Prob- | proved so very successful th. t yw 
lably a department executive. are repeating it this year. We hay 
“Your very truly,” received requests for the ne 
R. J. {calendar from a surprisingly arg 


H. A. SPECKMAN, 
McCand ish 
Lithograph Corporation, Ph la- 


| 
| 


doesn’t go far! We all agree with 
\the editorial which follows it, and 
that’s the trouble. ‘“What’s every- 
body’s business is nobody’s busi- 
| ness!” 

As a result of correspondence 


| 
| 


with publishers and associations, I | 


lam appalled at the lack of under- 
| 
quences of present governmental 
ithinking to advertising. The one 
thing of consistently refusing ma- 
terials to factories for civilian pro- 


standing of the possible conse- | 


duction is fully as dangerous as the | 


threatened taxation; yet magazines 
seem to gloss it over in their pages 


as if it were only a passing storm. | 


Hugh Johnson is the only one I have 
seen so far who has come out and 
actually taken the administration to 
task for this ruinous practice. Why 


After the inquiry 
.--then what? 


200 East Ontario Street, Chicago . 


Readers of Popular Mechanics always have been noted 
for buying responsiveness. When they answer advertise- 
ments they are interested prospects, not merely curiosity 
seekers. That’s why advertisers have used words like 
“amazing” and “phenomenal” in describing returns from 
Popular Mechanics. 

Without using superlatives, an advertiser just recently 
told us that six hundred inquiries from Popular Mechanics 
were worth a thousand others to him. 

Practically half of Popular Mechanics’ inquirers buy his 
product—an expensive one—for cash in response to his 
first follow-up. That’s the kind of buying response that 
makes advertising pay. 

Get the attention of readers who pay 25 cents for their 
copies of Popular Mechanics, tell them how your product 
can serve them—in business, home or diversion—and they 
will buy, whether you sell direct or through retail outlets. 

And whether you need units of quarter, half or full pages 
to tell your story, the rate and circulation of Popular 
Mechanics enable you to do so at an extremely low cost per 
thousand readers. 


POPULAR/ fECHANICS 


New York . Detroit ° 


Carn 
ful p 
sume 
with 

those 
unpe 
betw ‘ 
paste 


Pac. 
Sch: 


Pri 
spons 
Corps 
augul 
clinic 
packa 
8 p. 
Schoo 
street 

Spe 
Brow! 
ing; ( 
Ing e 
porati 
vice-p 
Lithos 
nell, ‘ 
divisic 
John 
relati 


Ever 


Spo 
Eve 
New 
for cal 
Nov, | 
other 
dise ce 
the be 
teurs | 
the pl 
pany 
Cont 
make 
on Tur 
5 and 
from § 


tured 
Hatton 
Man © 
mittee, 
dama 


| 


i . : il Pirate pete oh a Ay eo ees ie ey k So Pi =" ae ie je . vs ; ae 
4 ae: ‘ we i ene Oe Site meee rym ? / ‘ag an 2 Re ’ ‘ < a 
, 7 Ser 
s 
7 , 
= 
oe 
f % 
RAs 
a yee 2, 
| ‘4 é i. Get 2 6 are 
ty vag Sea RB ‘ 
g a — ~~ i. a oem, Sig ae * 
crt hee a 
om PA lvery (ape ; -_s —. Cayhe 
is ee a wl do a - i) ; 
en } . . é: 
Be 4) & a 
; ’ tke ; .” 
eal ie. a 
I v. 
= - 
ee. Mer 
i = AN “a ps ce 
. 2 ‘AR i : ing? iy 
a eS oc re eh. / ; 
| J nw hi ” 100% Ae 
| | Z i ee a = 5 oo ’ ) 
an / 
season temeeeaaaeeneneneaeteeiemeestaenenneiatinemeanenadeasiaiiniaeaiecennmeantninammmmanemamaianmameiantttia 
vd s. 
we 2 NG ‘ 
BSC SEP AS 
Ce 
| 
| | 
7 Hold 
The 
aa : 
eld ir 
‘ 
Bese ta 
24 ae = 
4 " er Aste 
eae : 
.: : 
<i 
| ; ‘On r 
aia By ta 
| Pe ES] 
tes : 
les 
—i‘“‘“‘é RS Motey 
A 7 | j 3 
| ae 
ay. cree 5 eek ae > seit PF. csikagbing ena h'  es s abe ee Re SE So Oe Free ee a Se A eee tee Ae 
’ 2 1, ae 3 : Ney gee ee ey. ay i, Te a)" 3 va 2 ae PO ah ae a te oe yp , - a ; Sat oat ar + cf ee ae Te oe ie Chins oe ae ene. ny cE ated . of i ; eis z a 
, 4 ‘ 7 ’ : is ‘ : s : | : 3 a ‘. “ ‘. : | es. | ie “ 4 okie eae ale epee oe gor ¥# et Wee ee ve ik lal! Pi al pete 2 fg n aap ise 4 es eter a ‘ rk; oi ay > ee ae roy ae ie is 
| - ® % EE ae ye + “1 ek a pei Wee ate a pilasit tit Be ge Ao SR ia Sat eer" pay x .- . 1 ae CaS RS r ea 
a f - Bee: Si: 3 s oe q Der ct a4 ¥, age eee fae 4 a’ ae ’ a Be" tie z te “4 5 hat? i Se EK 5s, Be ra Raeecl 
—_ Ot SF tee ET ee MF wgga ; Sl Te eae: er ae ee cgaaee <fpemitngy ts." Bad», ay sage WEE a ae ae ee: Te ory Lap Se ene om 


September 1, 1941 


ee 

_ | 
| 
| 
| 


FULLER FLAVOR 


- — Civilian Goods 


Agency Proposed 
by Economists 


Washington, D. C., Aug. 26.—A 
| proposal that Congress establish an 
| Office for Civilian Production and 
Welfare, to promote the greatest 
possible output of non-defense goods 
and to minimize unemployment and 
|economic dislocations now threaten- 
|ing small business as a by-product 
lof the preparedness program, has 
been offered by a group of leading 
|}economists and political scientists. 


The group, acting through the 
| Union for Democratic Action, be- 
ilieves there is no excuse for seri- 


ous shortages of consumer goods or 
‘for inflation. Both can be pre- 
| vented by 
|industry, labor and government, 
“according to sponsors of the idea. 


planned cooperation of | 


| the priority power, one of the chief 
| points of conflict between OPM and 
OPACS. At present, OPACS has 
|no priority power and must leave it 


| defense effort. 
creation of an Office for Civilian} There has been no official reaction 
Production and Welfare to do for! to the proposal thus far, but mean- 
|consumer goods what the Office of | while steps are being taken under 


|Production Management does for! White House direction to solve the | t© OPM to implement its actions. 
\defense products. Copies of the| problem of the respective jurisdic- Judge Samuel I. Rosenman of New 
| Proposal have been sent to the|tion of OPM and OPACS. A dis-| Y°rk, close personal friend and ad- 


|viser of President Roosevelt, has 
| been making a study of the respec- 
itive functions of the two agencies 
and his report will be the basis for 
| the new order. 
| 


| White House, William Knudsen and 
Sidney Hillman of OPM, and Leon 
Henderson of the Office of Price 
Administration and Civilian Supply. 

The proposal urges that the new 
office be created and empowered to: 


pute over authority has existed be- 
tween the two agencies since soon 
after the creation of OPACS. It 
flared into the open when Mr. Hend- 
erson advised automobile manufac- 
jturers of much larger 


production | 


1. Organize and plan the most/cuts than OPM had outlined. ile 
efficient use of resources to gain That particular matter has been | . ah > . 
maximum production of civilian|ironed out at a joint conference | FINER i LATES 
goods; \last week, attended by OPM, | from Kodachrome .. . 

2. Stimulate the production of |OPACS, and automotive officials. | 


. . . are a certainty when the 
artwork is a CHROMART Print 
instead of the Kodachrome itself. 
Platemakers can use their usual 
time-tested methods with  flat- 
copy. And the CHROMART from 
Kodachrome can be displayed 
for O.K’s, retouched, Prices start 
at $38. Write us! 

The plan also embraces an over- Photochrome, 837 N. Fairfax, Holly wood 
all planning board, headed by an “Overnight by Plane” 


administrator, to unify the economic | new arrangement for exercise of Ce ee ee ee 


raw materials and of substitute ma- 
terials; 

3. Make loans to civilian busi- 
nesses where necessary to stimulate | 
material flow, and to finance plants | 
to make the changeover to civilian 
production under the new condi- 
tions. 


From now until November, output | 
will be scaled 26.5 per cent lower | 
than during the same 1940 period, | 
with each producer making a pro- 
portionate reduction. By the end 
of the model year now starting, the | 
curtailment will reach 50 per cent. | 

President Roosevelt disclosed at | 
a press conference today that he is | 
readying an announcement on a 


Carnation Company introduces ''Flavor- 
fyl pasteurization” in fresh milk to con- 
sumers in the San Francisco Bay region 


with newspaper copy like this. "Even 
those expertly familiar with the flavor of 
unpasteurized milk can hardly distinguish 


wow 


5000 Watts 
Day and Night 


between it and Carnation fresh milk 590 

pasteurized by this new method,” the SMeevcies 
copy says. y 

Packaging Clinic et 4 cnt © 


Scheduled for October 
Printing and Advertising Clinics, 
sponsored by General Printing Ink 


Corporation, New York, will in- 
augurate the fall season with a 
clinic devoted to the subject of 


packaging, to be held Oct. 15 at) 


York Trade 
312 E. 67th 


in the New 
auditorium, 


8 p. m. 
School 
street. 
Speakers will include C. W. 
Browne, editor of Modern Packag- 
ing; C. A. Southwick, Jr., packag- 
ing engineer, General Foods Cor- 
poration; William H. Walters, 
vice-president, U. S. Printing & 


Lithograph Company; H. F. Brow- | 


nell, superintendent manufacturing 
division, McKesson & Robbins; and 
John H. Breiel, manager of public 
relations, N. W. Ayer & Son. 


Ever Ready Label to 


Sponsor Photo Contest 

Ever Ready Label Corporation, 
New York, will sponsor a contest 
for camera fans between Sept. 9 and 
Nov. 15. A first prize of $100, 20 
other cash prizes and 18 merchan- 
dise certificates will be awarded for 
the best photographs taken by ama- 
teurs of any subjects found within 
the plant and offices of the com- 
pany at 141 E. 25th street. 

Contestants will be permitted to 
make camera setups and exposures 
on Tuesday and Thursday between 
) and 9 p. m., and on Saturday 
from 9 a. m. to 1 p. m. 


Hold NARD Convention 


The National Association of Re- 
tail Druggists’ 
neld in Cleveland Oct. 6-10. Fea- 
tured speakers will include Rep. 
Hatton W. Sumners of Texas, chair- 


man of the House judiciary com- | 


mittee, and Sen. Lister Hill of Ala- 
Dama 


Molor West 


futomotive Trade Authority of 
the Pacific Region 


ore than 35 years, this publica- 
been the medium through which 
automotive manufacturers have 
troducing their products to the 
estern jobber, distributor, car 


repair shop, service station and 


les and service trade. 


basis of this long experience, 


. WEST has its circulation con- 
‘trated so as to reach and influence 
SON the MOST ACTIVE and 


LYING classes of automotive 
e, retail, and service trade in the 
ir Western one-third part of 


advertising 
available on 


of publication, 
nd other data 


l¢ 


Motor West Publishing Co. 
‘ives-Strong Building 
los Angeles, California 


convention will be | 


BAKING Co 


THREE essentials to be looked for 


perienced programming. 


perfectly clear. 


power, day and night, make it the 


| can always be heard, anywhere in an immense 
"territory stretching from 150 miles east of Oma- 
ha, throughout the wealthy western Iowa coun- 
ties, to 150 miles west of Omaha, and from 
northern Kansas to the middle of South Dakota. 

This, in itself, assures a vast listening audience 


in more than 700,000 radio homes, 


loyalty of that audience that matters more to an 


advertiser. It is here that WOW’s 


programming policy comes in. The loyalty of its | 
listeners is assured because they can hear on | 


WOW all the popular Red Network shows, the | 


You Can Dominate the 
Omaha Great Plains Market 
WITH 


OMAHA, NEBRASKA ~ 
On the RED Network 


oa 


ARE SELECTED FOR “TOBY AND SUSIE” SHOW 


Wavelength, Power, Programming 
Three Prime Essentials i 


ADVERTISERS who want maximum circulation 
for their radio dollars —and what advertiser 
does not? — are quick to recognize that there are 


radio stations. Obviously, large audiences can be 
reached only by adequate power on a good wave- 
length, and can be held only by skillful and ex- 


Mr. Petersen, vice-president of the Petersen 
Baking Company, sponsors of “Toby and Susie,’ 
underlines these facts in the accompanying let- 
ter. The “Toby and Susie” show begins its fourth 
year for Peter Pan Bread on a middle-western 
network September first. WOW has carried the 
show since Petersen Baking Company began 
using it, for reasons which Mr. Petersen makes 


WOW's wave-length of 590 kilocycles is an 
exceptionally good one, and its 5000 watts of 


KC. . 5000 WATTS DAY & NIG | 
"JOHN J. GILLIN, JR. MGR. 
John Blair & Co., Representatives 


wow 
Covers an area of 
185,288 square miles, 
containing more than 
700,000 radio homes. 


WOWS-A-GRAM 
— ay Ss 


i 


OMAHA, NEBRASKA 


TATIONS 


OMAHA - GREAT PLAINS MARKET BULLETIN 


MPANY HEAD TELLS How $ 


~~ _ 
, &* PETERSEN 


BAKING 
COMPANY 
ae va ae 


. 


in selecting PF PETERSEN 
PRESIOENT 
MILTON PETERSEN 
vice PRESIOENT 
HOLE MAR 
etcy Teas 


BREAD ano CAKE 
Manes Tasrien Mears 


‘2 7" BY JRACKBON T0 
BO, 1405 *“BVALINGTON POSTl 


OoOmaAHA 


4/ONnES 
STATION 


NEBRASKA 
TELEPHONE 
ATLANTIC 


3230 August 25, 1941 


Mr. John J. Gillen, Jr., 
Radio Station WOW, 
Omaha, Nebraska 


Dear Sir: 


You have asked me on what basia we select radio 
stations to carry our Peter Pan Bread program - "Toby and Susie". 


Since we want the moat coverage we can get for our 
ri te grey, Pr Nyt rural and city markets, we have alwaye 
etected our stations on the basis of wave-lengeth 
programing policy. eo 


Our selection of WOW ia a cane 
the most intensive coverage in western Iowa 
northeastern Nebraska, we chose WOW because of ita location in 
the center of thic territory, its favorable wave-length, its 
adequate power and ite ekillfully-directea programing policy. 


in point. Desiring 
and central and 


station that 


To decide which of these factors has been mo 
reepongible for the satisfactory results we have wehanned. te 
as difficult as determining which of the three legs of a stool 
is most important. It 1s quite obvious that WOW's unusually 
favorable wave-length of 590 kilocycles makes for clear 
reception to the limit of the station's 5000 watte of power. 
This excellent combination would not attract us, however, if 
we did not feel that WOW's splendid programing policy holds 
the interest of the vast audience thus obtained. 


but it is the 
experienced 


Theoretically, we might be able to cover thie 
same territory with a group of stations, but no group could 
deliver the Omaha-Great Plains market to us eo completely 
at eo low a cost. 


Yours very truly, 
P.F.PETERSEN BAKING COMPANY 


Vice President. 


most complete news and sports coverage, and 
frequent “Special Events” of particular local 
interest. 

The cost of covering the rich territory within 
a circle of 100 miles from Omaha, asing WOW 
alone, is less than that of any group of stations 


covering even approximately the same territory. 
In addition, WOW delivers several hundred 
square miles of “plus territory.” 

No wonder, then, that practical-minded ume- 
buyers pick WOW, when they have a job to be 
done in the Omaha-Great Plains Market. 
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| top position. 
The youngsters 


peer , 
| with automobiles 


Plymouth next, 


Fourth ‘Young America’ “next car” would 
Survey Reveals Brand 
Preferences 


can Telephone & Telegraph Com-|tor for stations 


this week when Young America re- research for the 


make of family car, with Ford and 
juveniles had their way. 


| . 

‘Names Eichenberger 
New York, Aug. 28.—From a4) Jack Ejichenberger, for the past | 

public relations standpoint Ameri- | year and a half assistant news edi- 


pany is tops with the nation’s ju- Portland, Ore., has been —- 
venile population, it was disclosed | manager of public relations an 


Juveniles Select tion wae made between eer hou (enna LOOP 


who participated ‘Reports Sales 


AT&T as Most ‘in the survey showed the same in-' 49°, Over 1940 


that they evinced Kansas City, Mo., Aug. 29.—Sales 


Cooperative Association for the first 
eleven months of the current fiscal 


in previous years. Thus, while volume in dollars by Consumers 
avore ompany |Chevrolet was the most common 


purchase of the 


be a Buick. if the year compared with the correspond- 
> a K, 


Cooperative Consumer, official pub- 
lication of the CCA. 


KGW and KEX, 


ing period the previous year are 40 
-per cent ahead, according to The 


Including wholesale department 
figures only, the gains were rated 
las: Steel 190 per cent; roofing 56 
per cent; service station equipment 
50 per cent; electrical appliances 46 
two NBC outlets. | per cent; binder twine 45 per cent; 


groceries 37 per cent; refined fuels regional co-op wholesale on a sti ¢ 
'30 per cent; lubricating oil 4 per ten-day cash discount basis beg:n- Fl 
‘cent; grease 21 per cent; anti-freeze ning Jan. 1, 1942. 7 


a 
o 


. ‘ , f . thon, 

13 per cent; fly spray 18 per cent; A. J. Smaby, manager 0 ie i 

ames 14 sar cent; paint 26 per Minneapolis ee — the rei mn : , 

cent; batteries 20 per cent; tires 23 for the new credit set-up was | t- bran 
‘ ‘ . é ter co-op economic condition, — nq fectii 

per cent; tubes 28 per cent, and release of funds to be used in 

automotive accessories 18 per cent. oy eles Secaagg Be : 

According to this source, the two - tall merchandise for cop NIE 
biggest co-op undertakings at the aan . 
present are the National Emergency | ; , 7 
campaign to bring increased mem- | Starts New Service ste 
bership, trade and capital to coop |” Property owners who will fom 
prio tga ~ | or modernize eir homes for ‘ 10 te 
strict credit by co-op wholesalers | fense workers have been off <d 
to retailers. services of architects and t 4- N 

nicians free of charge. A spr 4| a 
Votes Cash Basis diversion of funds has been rm ‘¢ ,’ 
In this latter instance the Mid bp 4 the > a 7 ou 
nti =a sees it as an impor nt te 
land Cooperative Wholesale of Min- | measure in preventing real es %& stat 
neapolis recently voted to put the | “headaches” from over-buildin; tal s 
p y 


leased its fourth annual survey, | 
based on 3,002 questionnaires filled | 
out by elementary and junior high 
school students in the leading trad- 
ing areas of nine states. 

The vote of approval for AT&T 
occurred in response to the ques- 
tion, “Which of the following do | 
you thing has done the most for 
America?” Fifty-six per cent of 
the students mentioned this com- | 
pany, with General Electric, in sec- | 
ond place, named by 17 per cent. | 
Then, in order, came Radio Cor- 
rd poration of America, 8.9 per cent; | 
a General Motors, 6.4; Ford, 4.1: 
Westinghouse, 2.3; Squibb, 1.5, 
Chrysler and Goodyear, 1 per cent 


4 each, 


Coca-Cola Now Second 


In setting down brand prefer- 
ences, the survey indicated a steady 
rise in popularity for Pepsi-Cola 
during the past few years, with this 
beverage now in first place, pacing 
the previous leader, Coca-Cola. The 
latest figures show a 22.3 per cent 
vote for Pepsi-Cola, compared with 
17.8 for Coca-Cola and 14.1 for 
“root beer.” Last year Coca-Cola 
headed the list with a score of 21.9, 
with root beer second, 17.2, and 
Pepsi-Cola third, 14.2. In 1939 the 
margin in favor of Coca-Cola was 
even more pronounced. 

Wheaties continued to hold sway 
in the cereal classification, stepping 
up its lead considerably over last 
year. “Corn flakes” was ranked 
second; Rice Krispies, third; and 
Kellogg’s, fourth. Last year Kel- 
logg’s was singled out for second 
choice, with Rice Krispies eighth 
in popularity. 


Pepsodent Noses Out Ipana 


In the dentifrice classification, 
Colgate held its top ranking among | 
pastes, with a percentage of 33.5, | 
while Pepsodent moved into second 
place, ousting Ipana which held) 
that spot for the past two years. | 
Dr. Lyons continued as the most | 
popular powder, 46.1 per cent. In| 
second place was Pepsodent, 15.1 | 
per cent. Last year and the previ- | 
ous year Colgate was second choice. | 
Teel continued as the overwhelming | 
liquid dentifrice choice, with a vote 
of 82.3 per cent. 

o Ivory soap was the youngsters’ 
choice for face and hands, while | 
. Ivory and Lifebuoy tied for bath | 
use. In previous years no distinc- 


} 


Publicity Directors 
Advertising Managers 
Sales Promotion Managers 
Creative Artists 


Would you like to make a few 
thousand dollars extra money? 


Would like to hear from 1 
] n furnish best of bank and 
character rete rence: ij . nter 


Box 3450 © 


ADVERTISING AGE, Chicago. 


ALBERT KAHN, architect of the Wright Aeronautical 
Plant, whose four decades of architectural practice 
have largely been responsible for the splendid new in- 
dustrial architecture of America. The office of Albert 
Kahn, employing a large staff of draftsmen, designers 
and other architectural specialists, has become a 
model of completeness, flexibility and efficiency. J 


this one firm, are 83 subscribers to PENCIL POINTS. 


FIRST PICTURES 


wnt i 
- a 


UNIT NO. 2... THE ALUMINUM CYLINDER-HEAD FOUNDRY, 600 yards South j 
Building, is the largest of its type in the world, and will surpass the combined |} - 
the Company's two foundries in New Jersey. The building was designed to N 
advanced mechanized equipment, and to provide by means of maximum light 
air conditioning the most ideal working conditions. Production is on a straight 

matic as ingenuity can make it. Throughout the plant, from the time sa! 
dumped into hoppers until the finished cylinder heads come off the line, ever) 
operation has been bettered by mechanical methods. 
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ischm rtm . . . than a year, is being held up by similar inquiry was addressed to SPECIAL OFFER 
Fleisc rear to Ha —_ demands on FTC’s time by defense | food chains and probably other 
Fleischmann Distilling Corpora 
s ‘ ‘| - 


tion, New York, has appointed L. 
H. Hartman Company, New York, 
to direct the advertising of all 
brands of Fleischmann liquors, ef- 
fe tive Sept. 1. 


NIB to Meet 


‘he National Independent Broad- 
co ters will hold a meeting in Chi- 
co 20 Sept. 22-23 with FCC chairman 
Jenes L. Fly as convention 
no .er. 


Names Free & Peters 


tation WKZO, Kalamazoo CBS 
ou'let, has appointed Free & Pe- 
ters to represent it nationally. The 
station is now opening supplemen- 
tal studios in Grand Rapids, Mich. 


| 
| 
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| 
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Study Held Up by 


Defense Demands 


May Not Be Ready for 
Some Months; Adver- 
tising Affected 


Washington, D. C., Aug. 28.—The | 


Federal Trade Commission's search- 
ing inquiry into methods and costs 
of distribution, which was autho- 
rized by Congress last year and 
which has been in progress for more 


agencies and may not be completed | groups. 


for several months. 

Earlier, it had been expected that 
the study would have been 
pleted and a report issued by this 
time. In the last few months, how- 
ever, FTC has been asked by other 
federal agencies to perform rush 


One aspect of the investigation of 


| allowances is the relation which the 


com- | 


jobs in connection witn the defense | 


program, and the distribution study 


has been delayed. 


Among the many subjects probed 
by FTC in the course of the distri- 
bution inquiry is the matter of 


tailers by manufacturers. An ex- 


haustive questionnaire on the sub- | 


ject was sent some time ago to a 
list of department stores, and a 


} manufacturers 


,advertising allowances granted re- 


practice 

funds for 
price. 
manufacturers 


of granting 
retail use 


use 


| 


advertising | 
has to resale | 
FTC appears to suspect that | 
allowances in | 


order to control the resale price of | 


their products. FTC is also inter- 
ested in finding out to what extent 
are able to control 
media used by their dealers. 


Finds Many Different Systems 


It was learned that FTC has dis- 
covered that different industries 
use different types of advertising 
allowance systems, and that the 
methods vary even within indus- 


The newly completed $37,000,000 Wright Aeronautical plant 
at Lockland, Ohio...tlargest aircraft engine plant in 
the United States...in production eight months after 


ground was broken... schedule, 1000 engines per month. 


be 


ay,with the great bulk of U.S. defense construction concentrated with 
sional architects, it is no longer just important to advertise to archi- 
SItis now almost imperative. For unless your product is well thought * 

architectural firms, the chance of its being specified for defense con- 
ton is slim. And unless it is specified for defense construction you will 
‘iNcreasing difficulty getting materials with which to manufacture. * 
THERE IS ONLY ONE SUCH MAGAZINE... Pencil . 
. unique in its penetration 


MR SIGNIFICANT FACT: The trend in 


and private construction is to- 
those architectural firms which 
staff of designers and draftsmen 
‘nt to handle the enormous 
tot planning and specification. 
ans th it the magazine in which 
‘ertise today even more than 
S¥—nust reach not only the 
‘thitects, but the complete speci- 
Power © the architectural firm. 


=, 


— J 


Architects become keystone 
of your 1941-1942 sales outlook, as 
vast U. S. Defense Building Program 
pours through architectural offices, 
and priorities restrictions tighten. 


Points . 
throughout the architect's office 


unique inits coverage of 9,611 architects 
plus the 5,135 designers and draftsmen 
who design buildings with the products 
of their choice. Pencil Points will sell 
your product to the fu// specifying 
power of the architect’s office. Pencil 


= % 


estimated. 


Points has the largest professional ar- » S408 6: @ om 


chitectural circulation in the field. 


A Reinhold Publication 
THE LARGEST PROFESSIONAL ARCHITECTURAL CIRCULATION IN THE FIELD 


Just as the architecture 
of Defense... naval and 
air bases, housing pro- 
jects, U.S.O. Centers and 
industrial plants . . 
the hands of professional 
architects, so will be the 
architecture of the vast 
Post-War construction 
both here and abroad. 
The importance of the 
architect in your current 
and long-range sales pro- 


gram can hardly be over- 


.is in 


CIL POINT 


|; Varying 


HALF-PRICE 


TO ACQUAINT YOU WITH THE 
NEW SILK-STOCKING” SOAP! 


time things! Unsurpassed fer safety! Lesy on 
Rendet Wry Wt today ond cove 2 kmpertent wage! 
G - : 


Colgate-Palmolive-Peet is now making 

this special offer on Klek in newspapers 

throughout the Southeastern states, fol- 

lowing a test reported in the June 9 

issue of Advertising Age. Ted Bates, 
Inc., is the agency. 


tries. The report on the study as 
a whole is expected to detail these 
arrangements, along with 
FTC’s conclusions as to which con- 
stitute unfair competition, if any. 
This distribution study, it will be 
recalled, caused a furore when FTC 
first sought Congressional funds and 
sanction. The widespread belief 
that FTC intended to “investigate” 
advertising was denied by spokes- 
men for ihe agency who pointed out 


that advertising was only a small 
part of a broad study of the 
processes of distribution What 
other advertising subjects in addi- 


tion to allowances are to be covered 
in the report is not known. 

Advertising is also the subject of 
of Justice. Assistant Attorney-Gen- 
eral Thurman Arnold’s anti-trust 
activities in the food tield have led 
to an inquiry into” cooperative 
advertising by independent retail 
Rroceries. 

The outcome of this excursion 
into advertising is also uncertain. 
| Justice Department officials decline 
to comment on the subject pending 
| completion of the investigation, but 
jit is believed that the department 
regards with suspicion cooperative 
‘advertising by retailers who agree 
'to sell advertised products at a uni- 
form fixed price. Cooperative adver- 
tising which does not involve sell- 
ing at the same price is regarded 
as proper 


Named Eastern Manager 


Phelps Pratt has been named 
Eastern manager of Christian Her- 
ald, New York. He was formerly 
a member of the Chicago staff 


WICC to Mutual 


Station WICC, 
Haven, Conn., will 
time outlet of the 
casting System on 
The station is a 
regional Yankee and Colonial net- 
works of New England, and is at 
present a part-time MBS affiliate. 


Bridgeport-New 
become a full- 
Mutual Broad- 
June 15, 1942. 
member of the 


Defense Jobs 


in Kansas Total 
285 Millions 


In the fiscal year ending June 30, 
1941, Kansas received 285 million 
dollars from defense expenditures. 

Much of that total was spent in 
Wichita ... Kansas’ booming, num- 
ber one metropolitan market. And 
that’s not hay! No sir! That kind of 
government spending means plen- 
ty of consumer buying. 

And your product will be in de- 
mand in Wichita if you tell people 
about it through KFBI, the ‘‘Pio- 
neer Voice of Kansas.”’ Let's start 
selling—NOW! 


- } : ‘ 7 yee . é 
Pay Jia way a 
The Pioneer Voice of Kansas 


KFBI + WICHITA 


5000 WATTS DAY © 1000 WATTS NITE 
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. | MECHANICS GET TRAINING IN CINCINNATI m 
Defense Means Most y Machine | + 7 co 
Fer hs ake 3 ( nl 
e 
ools to Lincinnati /\rea 
dur 
ae solid Ci * T k Th * ‘allied lines started to show real|in this field to expand its facilities. | 
Soli itizens ake CI | cigns of life in 1939, even before}The Cincinnati Milling Machine 
Boom in Stride; Workers the defense flood, as industrial}Company is building additions se 
|plants in other cities demanded|amounting to $9,000,000; The bs 
Scarce machine tools to fill rising de-|American Tool Works, $750,000; | aa 
| mands. King Machine Tool Company, $1,- | « 
By B. F. FAULKNER 000,000; Aluminum Industries, with | Les 
Cincinnati, Aug. 28. — Although | Huge Expansions Made a new plant just outside the city, a 
not showing its boom as much as| With the defense upsurge, all | $750,000; Wright Aeronautical —- 
some other cities, Cincinnati is en-| machine tool companies are work- cently opened an entirely new plant 
er a ial ae antias 2 cats , , -e,. |in Lockland at a cost of $47,000,000, 
joying a very substantial increase | jing 24 hours a day, with all shifts fen , : ca | 
in all lines of business, and the ma- | getting overtime, and frantic efforts and the gov ernment searchlight fac- 
chine tool trade, in which this city | being made to farm out part of the tory prozac at Mariemont, is cost- 
is a leader, is bogged down with| work so as to take some of the load | '"8 another $750,000. 
orders. |off their production lines. Wright Plant Biggest 
The Queen City of the Westnever| Skilled mechanics are at a pre- | | 
suffered from the depression like|mium, and the machinist who is not The Wright Plant at Lockland 
other cities, did not have as large a| making his $70 or $75 a week now | which was officially opened June 12, | 
percentage of unemployed per thou-|is not considered a good man. The lis said to be the largest defense 
sand population, and did not have | technical trade schools operated by | project in the aircraft industry to- ; : . 
as heavy relief rolls as other large |the Board of Education are working|day. It was constructed to turn A group of union steamfitters who took a ten-week intensive course in welding «+ | 
cities. Filled with conservative, | overtime trying to fill the demand, |out 14-cylinder Cyclone engines of | Electrical Vocational High School, Cincinnati. Many such pg Ag —t 
hard working citizens, the city has|but despite this assistance and the |1700 horsepower at a rate of more offered in the city to gong | mechanics er y hg Pe nag Ban: oe 
always been a town of home own-| fact that the plants are hiring men|than 1,000 per month. knowledge and make them more useful | . 
ers, of thrifty German immigrants,| past forty, fifty, and even in the} At work in the plant at the time | ; , a 
and of skilled machinists of all| sixties, there are not enough men. of the dedication were 2,700 em- | the factory hits its peak production | reached levels equivalent to the late 
kinds. The huge influx of defense busi- | ployes, the vanguard of an eventual |of more than a thousand engines a/|twenties and exceeded any point 
The machine tool industry and | ness has caused almost every plant! 12,000 employes to be reached when |month by mid-1942. reached throughout the entire lec- Th 
The plant covers 2,120,000 square |ade of the thirties. The genera! ce. 
feet of floor space, an area of about | index was 125.2 or 25.2 above the so" 
ED 5) ces Phe principal unit is the average month of 1935-39. 
mammoth machine shop and as-| Bank debits for the first six 0m 
sembly building, stretching over 35|months were 24.1 above the firs! try 
‘acres of floor space, unbroken by |six months of last year. New cai then 
walls or partitions. It is the larg- | sales were plus 29.3 per cent; resi- this 
‘est single-story building in the | dential construction was plus 36.7 — 
world. The aluminum cylinder head | per cent; mortgage loans were plus W wa 
foundry, small in comparison to|15.1 per cent; money orders plus jects 
the machine shop, is actually the |16.1 per cent. Manufacturing em- 
largest foundry of its type in the |Ployment was plus 24.4 per cen! T 
world. and department store sales wer : 
=" plus 14 per cent. dustr 
Indexes All Go Up Total estimated industrial and ones 
General business indexes for the | retail payrolls for 211 manufactur- fense 
‘first four months of 1941 were well|ers for the month of Septembe — 
en O now Ow ‘above the same period last year; | 1941 will amount to $7,734,818, wit! End 
bank debits were up 21.8 per cent;|the largest paydays being Friday 
sales of new cars soared 19.5 per | Sept. 5, $694,131, Sept. 12, $605,431 The 
cent; value of building permits rose | Sept. 19, $665,431, Sept. 26, $605,431 ers’ { 
138 per cent: manufacturi »m- | Tuesday, Sept. 30, $785,985, and t! ter, 1 
. ; . / le per cent; manufacturing em ; view! 
A major selling point for work produced by Printing | ployment was up 23.6 per cent and total for a ep pers = a gove’ 
. : department store sales rose 14 per | tries is estimated a 5,569,607. and | 
Products Corporation that cannot be over-emphasized is /cent, The general beahaees index City Moving Out i a 
= einen ee , : to 4 
the careful supervision each order receives. Be it a cat- es ce ae 0d sae beleer tee | The population figures show tha’ pad. 
, . , a a , | the city is ring out, and into sep- stater 
alog, publication, broadside, booklet, folder or other pro- 1929 peak, but well ahead of other poecnay Mack hap oor at whit ney-< 
: . ‘ , | 7 oweee ar i surr , . rice 
motional piece, from the very first step to the last, each is _ Bank clearings in April, 1941, | 27 be 4 y eee a ry a, Hend 
h , ; : amounted to $315,044,381, com- | cinnati. ti “ — an 456 981 attack 
andled by men with years of experience in the highest pared to $331,636,683 in March, and |Cimcinnati proper we Bi yges tising 
, ; ; ss oa $255,930,616 in April, 1940, Rail- |CO™Pared with 451,160 in 1930, ane 
quality standards ¢ This experience of “knowing how” is ‘road cars interchanged in April,|£0" Metropolitan Cincinnati 1 ~~ 
. : , | man makes ‘ ; ’|}000 in 1930, compared with 795,00! Milli 
one of the reasons why work done by this organization froemeny iy aes eae te ene 1940. This does not include th ls 
an . ° ities j . - y, know! ( 
stands for the best that can be produced # When you buy this was due to the coal strike, cut- sie oordansieer dan, a oan 
_— , ting the number of coal gondolas |“* ‘ ee “we ‘ uette 
printing we are prepared to relieve you of much respon- that usually move through Cincin- pe magic be—aoge: go yehenern ae take c 
Loy: . nati. pe slag fae "ie. radio 
sibility. Our services when needed, aside from the actual | That defense is putting people to | their living and purchases in © 


production of printing, include planning, copy writing, art, 
photography, typesetting, engraving and electrotyping ¢ 
Through our spirit of co-operation you will find us of value. 
But, of course, our real ability to weld with the efforts of 
your organization can never be known by you until test 


_work is shown by the revenue pas- 
sengers carried by the Cincinnati 
Street Railway, which in April, 1941, 
totaled 7,074,234 compared with 
6,953,182 in March, 1941, and 6,- 
683,913 in April, 1940. 


New Highs Hit 
| 


|cinnati proper. 

| Relief and Work Projects Admin 
‘istration rolls in Cincinnat) bot! 
|dropped to new lows during May." 
'was reported. The City Welfar 
Department case load on une 
stood at 5,279, just 779 above wha! 
the welfare department terms 


tells the story. Printing Products Corporation is at your 
service, and estimates on work now planned or for future 


consideration 


PRINTING 


Polk at La Salle Street 


will be gladly given without obligation 


PRODUCTS CORPORATION 


Chicago -- Illinois) recora: and in residential construc- 


In May, general business in Cin- 
cinnati was 122.6 per cent of the | 
average for the five years from 1935 | 
to 1939, an increase of 12.7 per| 
cent over 1940 levels. With correc- 
tions based on the purchasing power 
of the doilar, present general busi- 
ness activity is estimated at an all- 
time high. 

Manufacturing employment is the 
highest on record. Industrial pay- 
rolls are also at record levels and 
have increased even faster than 
numerical employment. The result 
of this boom in purchasing power 
is apparent in such things as a 25.8 
per cent increase in the sale of new 
cars during the first five months of 
this year compared with the same 
period of last year; in department 
store sales which are 15 per cent 
above last year and the highest on 


ST PETERSBURG 


5000 WATTS 


620 KC -FULL TIME 


tion, the value of which for the 


first five months exceeded any sim- 
ilar period on record. During the 


first four months of the year resi- 


dential construction totaled $3,300,- 


|000, compared with $2,316,000 for 
the first third of 1940. 


; NEW YORK 
Cincinnati business in 


» DETROIT - CHICAGO * 
June 
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irreducible minimum of 4,500. The 
WPA rolls on May 27 in Hamilton 
County totaled 6,376 at work, with 
only 112 persons awaiting assign- | 
ment to jobs. 

Welfare department statistics 
snow that 266 cases were closed | 
curing May because the breadwin- | 


This rather prosaic view showing additi 
center of Court street gives an idea of 
servative Cincinnati. 


ners found jobs in private indus- | 
try or improved conditions enabled | 
them to provide for themselves. To 
this number can be added about 70 
persons absorbed by WPA _ when 
WPA workers left openings on pro- 
jects by taking other jobs. 
Other Industries Busy 

The machine tool and allied in- 

dustries however, are not the only 


ones in Cincinnati affected by de- 
fense and by booming general busi- 


| ness. 
|hind on shipments, because rising 
|government orders have combined 


'to give this company an unusually 
|big accumulation of unfilled orders. 


This spot is about three blocks from the retail district. 


| boards 


Procter & Gamble Company 
has been operating six weeks be- 


costs of raw materials and large 


And Jergens has been working 24 


itt 


onal parking facilities provided in the 
how defense is boosting trade in con- 


hours a day for over two years. 
In the field of advertising, better 
times are clearly reflected. The 
five radio stations had surprisingly | 
few cancellations of local shows 
during the summer, and expect sub- | 


| stantial inereases in the fall. 


The newspapers all report in- | 
creases in all types of space, na- | 
tional as well as local, and outdoor | 
plants say they do not have enough 
in Cincinnati to take care 
of all orders. 


Endorses Admen’s Stand 


The International Photo Engrav- | 
ers’ Union in convention at Roches- 
i ae has gone on record as | 
viewing with ‘ ‘grave apprehension’ 
government attacks on advertising 
and a free press, and has directed 
its officers to protest such attacks 
to appropriate officials and con- 
gressmen. An _ executive council 
statement named Assistant Attor- 
ney-General Thurman Arnold and 
Price Control Administrator Leon | 
Henderson among those who have 
attacked various forms of adver- 
tising 


Milligan Joins S & M 

Larry Milligan, former vice-presi- 
dent of Blackett-Sample-Hummert, | 
Chicago, will join Sherman & Mar- 
quette, Chicago, Sept. 15 and will 
take complete charge of the agency’s 
radio operation. 


2000 


ovnaAmICc 
SUBJECTS 


|leased a 


|cultivation§ of 


“Stress Department 


Stores,” NAB Suggests 


The National 
Broadcasters, 


Association of | 
Washington, has re- 
series of tables showing 
the use of radio by department 
stores in various cities. With the 
necessity of finding sources of reve- 
nue to replace business lost be- 


/cause of priorities and diversion of 


consumer goods to national defense, 
the association feels that proper 
department stores 
may be one of the most promising 
fields. 

Radio, the association says, is | 
shown by surveys made by NRDGA | 
and others to share but little of de- 
/partment stores’ advertising bud- | 
gets. This series of tables is in- | 
tended to assist the time salesman 
by pointing out cases in which radio 


| has been tried and used successfully | 


| for store promotion. 


| ‘Seeks Industry Unity 


The sixth annual National Retail 
Grocers Week, Oct. 20-25, will at- 
tempt to unite the food industry in | 


a demonstration against federal | 
regulation. Rose Marie Kiefer, 
secretary-manager of the associa- 
tion, said that with price regula- 


tion already begun and the threat 
of limitation of purchases looming 
ahead, the failure of the industry 
to demonstrate its unity may put 
many small businesses out of the 
picture. The week is scheduled to 
be noted in household radio chats 
and newspaper supplements. The 
association will also seek to have 
its 350,000 stores commissioned as 
outlets for the goverment’s De- 
fense Saving Stamp sales 


Shortens Contract Period 


Stating that “with the price of 
paper, ink and labor as unpredict- 
able as it is, we must adopt this 
three month rate guarantee policy,” 
Farm Journal and Farmer's Wife, 
Philadelphia, rescinded the six- 
month rate guarantee offered on its 
new rate card No. 77. Three month 
guarantees are effective immedi- 
ately. 


Gets Tele Station 


The Philco Corporation, 
delphia, has been granted a com- 
mercial license to operate a tele- 
vision station, W3XE, for 60 days 
beginning Sept. 1 pending comple- 
tion of installation of full power 
by the Federal Communications 
Commission. The station is Phila- 
delphia’s first television outlet. 


Phila- 
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METROPOLITAN 
COVERAGE? 


REGISTER CITY 


“The City That A Newspaper Built” 
Is Family Covered By The New Haven Register 


103.3% 


Ris Ris his 


MORE wee MORE FAMILIES 


AAAAAMA 


IN MORE TOWNS 


HP NR AN 


GRAS 


IN CONNECTICUT 


Metropolitan 


Suburban 
Coverage 


86.7% 


Coverage 


TERSE FACTS 
REGARDING 
REGISTER CITY 


% Register City population, 353,865, covering 
32 townships in 4 counties. 


% Register City covers a territory about 59 
miles in length and 36 miles wide, and is 
covered for local news by three sectional 
editions of The New Haven Register. 


ESSE _ EEE ESS sees % Eighty-three cents of every “Register 
— —_ City” dollar is spent by New Haven Register 
<a 5S Saw readers. 
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% Register City has 889 industrial plants in 
its area, comprising the largest and most 


READ THE 


diversified employment in Connecticut 

root including these internationally known 
products: American Brass, Armstrong Tires, 

REGISTE Geometric Tools, Gilbert Toys, Goodyear 
ESN Rubber, Greist Appliances. International 


1 ' Z Silver, National Folding Box, New Haven 
ql ity (oe¥e LY UP Y. u Clocks, Pond’s Cosmetics, Safety Car Heat- 
y Z @z GE ing, Sargent Hardware, Seamless Rubber, 
s(°3) @E Spencer Corsets and Winchester Arms. 
12) =_ 
o 1S 28) % ~ *% “Register City” is proving daily, its dis- 
as om ie JIN tinct advantages as a superior test market 


EVERY DAY 


Than Any Other Paper 
Bs QRS WN “otis Arete 
May 
“Register City,” 


—the cost is low, the market is compact for 
quick sales coverage and unusual transporta- 
tion facilities by railroad, water or truck 
simplifies deliveries. 


SOT, 


we send you a Brochure in color, 
that describes this splendid Test Market? 


New Daven Register 


NEW HAVEN, CONN. 


National Representatives, The Julius Mathews Special Agency, 


New York, Chicago, Detroit, Boston 
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‘Dictionary of Verboten Terms’ 
Studies Prices, Terms of Sale 


Misrepresentations of 
Quality to Be Analyzed 
in Next Instalment 


By HARRY HIBSCHMAN 


[Editor’s Note: This is the ninth 
of a series of 12 instalments of the 
“Dictionary of Verboten Terms,” an 
unusual project developed by Harry 
Hibschman to present as complete 
as possible a list of terms, expres- 
sions and phrases which have been 
frowned upon by the Federal Trade 
Commission and the courts. Re- 
maining instalments will be pub- 
lished weekly in ADVERTISING AGE. 
When completed, the series should 
furnish an exceptionally useful 
guide to every marketing and 
advertising executive in any way 
responsible for trademarks, labels, 


advertising material or sales pro- 
motion, 
This week's instalment presents 


the list of words, terms, expressions, 
statements and representations re- 
lating to prices and terms of sale. 
Next week's instalment will discuss 
quality. 

While the idea for a comprehen- 
sive collection of such material is 
not new, Mr. Hibschman’'s series 
should be of tremendous value for 
several reasons: it is the most com- 
plete and extensive list ever pub- 
lished, so far as is lists 
terms and phrases alphabetically, 
making them easy to locate for ref- 
erence purposes; it discusses terms 
under ten specific types of relation- 
ship to products advertised; and in 
every case it gives the context of 
the words or phrases which have 
made the terms unacceptable to the 
FTC. ] 


known: it 


IX 


Words, Terms, Expressions, 
Statements and Representations 
Relating to Prices and Terms of 
Sale. 


(6) 


| Contests—the 


Discount 


Drastic 


Draw 


Anniversary—announcement of an 


anniversary sale will be banned 
where the sale involves no un- 
usual prices or concessions. 


Annual Clearance Event—advertiser 


ordered to cease and desist from 
“in any way, either directly or 
inferentially, representing that 
the advertised offer is special or 
unusual so long as no price re- 
duction or other trade concession 
is made therewith.” 


Bankrupt—word may not be used | 


with “stock” or “sale” unless it 
expresses the truth. 


three preceding headings apply. 
use of advertising 
material that sets out only a por- 
tion of the terms of a contest 
without stating that they con- 
stitute only a part of the require- 
ments for participation or 


| 


| 


| 
| 


lent scheme; it was fraudulent in 
itself.” 


| 
| 


| 
| 


Factory Throw-Outs—falsely adver- 


tising products as such constitutes | 


clear violation of law. 


| Now $.. 
Fall Offer—announcing, prohibited | 


unless there are actual price re- | 


ductions or concessions and the 


time is limited. 


tisements or on articles or con- 
tainers; for example, marking 
tubes of shaving cream from 25c 
to $1, when they regularly sell 
for from 10c to 29c. 


Close-out Sale—rules stated under | Formerly Sold For—as “5c Cigar, 


now 2 for 5c”, will not be permit- 
ted unless the quality remains 
the same as formerly. 


| Free—Advertiser: “Free Footstone 


the | 


winning of a prize will be pro- | 


hibited. 

-representation that the 
purchaser may obtain a discount 
when such is not the fact is not 
permissible. 

Reduction—claim of, when 
not true, is an unfair trade prac- 
tice that will be banned. 
-according to a federal court: 
“The salesman, in order to make 
a sale, introduces to the prospec- 
tive customer a ‘draw’, which 
consists of certain certificates en- 
closed in an envelope. The draw- 
ing of a certificate’ en- 
titles the prospect to one picture 
for $15 and a_ second picture 
free; the drawing of a ‘blue seal 
certificate’ entitles the prospect 
to two pictures for $15 or one pic- 
ture for half the regular price, 
to wit: $7.50. The drawing of a 
green certificate entitles the pros- 
pect to nothing. The 
manipulates the drawing in such 


‘red seal 


salesman 


a manner that the prospect draws | 


whatever the salesman desires. 
To our minds the ‘draw’ was 


not only an element in a fraudu- | 


BARGER HEATING 
& APPLIANCE CO. 


a] 


says: . am sure we 
have increased sales 
200%. We have sold 
more refrigerators in the 
few weeks advertising 
over WDZ than all last 
OF 
a 


AMERICAN CO- 
OPERATIVE EX- 
CHANGE, 665 Lake 
Shore Drive, Chicago 
“. .. the recent job you 
undertook for us was 
beyond fondest expec- 
tation. $37.50 brought 
us nearly 600 requests.” 


a 
HOWARD H. WILSON CO. 
W YORK 


NE ORK . 
CHICAGO KANSAS CITY 
ST. LOUIS 


ARE IN THE BAG 


WREM 


LISTENERS ARE 
YOUR MARKET 


WDZ presents your sales message 
to a potential audience of 1,189,- 
890 prosperous listeners 


THIS flourishing market includes 
504,447 urban and 685,443 rural 
listeners — 278,970 


radio families. 


220,113 pieces of mail during 


1940 (an increase of 31.5% over 
1939) conclusively prove WDZ's 
pulling power. 


responsive 


WDZ serves a rich triple market! 
Retail sales from farm, industrial 
and oil incomes total $353,799,- 
000.00 a year! 


® WOT BROADCASTING COMPANY & 


| Half-Price Sales 


Guaranty 


Introductory 


Liquidation 


Low Price 


Lower in 


with Every Order. Without addi- 
tional cost to you we include with 
every order a footstone to match.” 
FTC: “A footstone is not given 
‘free’ with each order but the 
price thereof is included in the 
price respondent asks for the 
tombstone or other material, and 
the so-called ‘free offer’ is in 


fact a continuing combination of- | 
respon- | 


fer regularly 
dent.” 

“Free Samples” prohibited when 
there is any requirement for the 
payment of money or the render- 
ing of services. 


made by 


claim of, should be 
clear, conspicuous, unambiguous 
and complete; also, it should be 
clear as to whether it is one of 
results or of a refund. 

Terms like “Lifetime Guarantee” 
and “Guaranteed for Life” in a 
so-called certificate given with 
merchandise are not permissible 
where there is a service charge 
for later repairs or attention. 
The money-back guaranty will 
not relieve the advertiser whose 
claims are false or misleading. As 
Judge Clark said recently: “We 
do not believe that the money 
back guarantee has any bearing 
on the legal philosophy of the 
statute. Our bodies and not our 
pocketbooks are being protected. 
To restore the cash is not to re- 
store the health.” 

advertisements of, 
prohibited where the 
which goods are to be sold are not 
actually one-half, or less, of regu- 


lar prices. Banned, such ads as: 
“Il, Price—5 Days Only—}!2.” 
“Save Half the Original Cost.” 


“Hurry! Save One-Half Regular 
Retail Price by mailing this card 
at Once.” 

Offer Advertiser: 
*“Manufacturers’ Introductory Of- 


fer. This Coupon Worth $4.41 
Towards This Ring’ Purchase. 
This Coupon and only = 59c.” 


“This Coupon and only 59c en- 


titles Bearer to One of Our 
Regular $5 Cross Necklaces. 
This is an introductory offer, and 


the Cross Necklace will be $5 af- 
ter this sale.” 

FTC: “The respondent is 
conducting an introductory or 
special offer, and the certificate 
or coupon referred to in said ad- 
vertisement does not have the 
value of $4.41 or any value what- 
the price charged by 
the respondent in addition to the 
certificate or coupon is the regu- 
lar and customary price at which 
respondent sells his products in 
the usual course of business.” 
claim of liquidation 
sale or that affairs of concern are 
in hands of liquidators, when not 
a fact, clearly illegal. 

banned when price ad- 
vertised is regular price 
Price—“33',% to 50% 
Lower in Price” ordered discon- 
tinued when prices charged found 
not lower than those of competi- 
tors. 


not 


soever as 


Lower than Ever—banned when 
found untrue 
Money-Back—order to cease and 


desist entered against 
who made money-back 
where the conditions of the offer 
were such that they could hardly 
be met at all or only after a con- 


advertiser 
offer, 


| 
| 
| 


| 
| 


} 
| 
} 
| 
| 


} 
| 
| 
| 
| 


siderable time. Said the FTC: 
“When these conditions are con- 
sidered, the money-back offer is 
definitely misleading and mean- 


| 


ingless for all practical purposes.” 


(See “Guaranty.’’) 


No Extra Charge for Credit—this | 


representation may not be used 
where a discount is allowed for 
cash. 


No References Needed—such state- | 
ment constitutes an unfair trade | 


Pi 


Re 


TI 


Si 


|S) 


prices at 


Si 


practice if untrue. 
..—necessarily implies that 
former price was higher. “Now 
$9.95". used in the ads of a radio 
company was recently dropped 
by stipulation. 


Fictitious Prices—banned in adver- | Only a Small Down Payment—pro- 


hibited where down payment is | 


substantial or where product ac- 
tually sold for cash only except 
in special cases. 

ctures—may constitute misrepre- 
sentation, as where product is 
shown with accessories not in- 
cluded in advertised price; for 
example, in case of automobiles. 


| 
| 


»possessed—Advertiser: “We have | 


in your vicinity two small sized 
Baldwin Made Pianos. . . Rather 
than reship to the factory, we 
would like to sel] these to respon- 
sible parties for the balance due.” 
FTC: “The Commission finds that 


resent an article as being wort, 


more than it actually is. 


In One 


case a leading New York store 


advertised 368 fine fur coat 
worth as much as $200 for $69. 
and listed them in groups at fri 
$75 to $200. Said the FTC: 
truth and in fact none of the f 
coats which were advertised 
respondent were worth near $2 
but were of a value considera} 
less than that amount. All of 1 
coats advertised were purcha: 
in the same lot at a wholes 
price of from $42.50 to $44 ea 


. . Coats of similar furs and c-- 


sign, in good condition, 


sell it 


wholesale from $65 to $110 a q 
sell at an average retail price | 


$165.” 


Scripps-Howard Shifts 
Two Advertising Men 


Charles J. Evans, formerly w ‘h 


Scripps-Howard in Oklahoma C ty 
and the Dallas Times Herald, 


been named advertising mana; ey 


of the Houston Press. 
Gough J. Palmer, Jr., 
transferred to the local 


|ing staff of the Citizen, Colum! 
|O., from the Press. 


the respondent has repre- | 


sented that his said pianos are in- 
struments which having been pre- 
viously sold on a deferred pay- 
ment plan have been repossessed 
. and are now being offered for 
resale at prices which represent 
only the unpaid payments due 
thereon, which are substantially 
less than the prices at which such 
pianos would ordinarily be sold. 
. In truth and in fact, many of 
the pianos offered for sale by 
respondent are not pianos which 
have been previously sold and re- 
possessed but are pianos taken 
from respondent’s regular stock. 
The prices at which respondent 
offers said pianos for sale are not 
in any sense sacrifice prices and 
do not represent any balance due 
thereon from former purchasers.” 
lis Week Only—limited time offers 
such as this are prohibited unless 
truthful. 
x Per Cent Plan—of certain auto- 
mobile companies, found by FTC 
to result “in a charge of approxi- 
mately 11!42% simple interest per 


| 


“Post” Raises Two 


The Houston 
two advertising 
managerial 


positions, Thomas M 


Maes, II, for the past eight ye irs 
jin the 
/partments, has been named nati: 
advertising manager, 


national and classified ‘e- 
and L. K 
associated with indus 
advertising for 11 years, jas 
named classified manage: 


Whiting Joins WDGY 
Lee Whiting has joined Station 
WDGY, Minneapolis, as commercial 


McKnight, 
trial 
been 


manager and assistant to the gen- 
eral manager. He was formerly 
sales manager of Station WTCN, 
Minneapolis, and previous to that 
was account executive at Station 


KSTP, Minneapolis. 


Post has advan: ed 
staff members to 


is be ig 
advert s- 


(Advertisement) 


ABOUT PRINTING 


Camera Crew Races 


‘Time to Get Color Shots 


| 
} 


annum,” banned, and order of 
Commission affirmed by the! 
courts. 

yecial Offer—claim of, prohibited 


unless offer “is less in price than 
usual or regular price and limited 
in time.” 

Banned: “Send $1 for $1.50 Size.” 
“Special While They Last.” 

vap for Cash —sales promotion 
scheme involving cards and other 
material so designed that they 
could be used in the operation of 
a lottery or gift enterprise and 
advertised under slogan “Swap 
for Cash,” discontinued by stipu- 
lation. 


Thrift Plan or Thrift Allowance— 


T 


Trial Offer 


Usual Price 


Wholesale 


banned when they involve no 
concessions or price advantages. 
» Cover Expense—advertisements 
purporting to offer articles for a 
stated amount “To cover expense 
of printing and mailing,” where 
the amount stated allows a ma- 
terial profit to the advertiser, will 
be prohibited. 

the making of alleged 
trial offers will be ordered dis- 
continued where the offers in fact 
involve regular and customary 
prices and terms 

Advertiser: “The 
usual price is $2 per box. As an 
introductory feature we are offer- 
ing the method as a six weeks’ 
treatment at the price of 6 boxes 
for $5 If you are sceptical, we 
offer a one week’s supply of 84 
tablets (one box) at the astound- 
ingly low price of $1.” 

FTC: “In truth and in fact, the 
price of $1 per box or six boxes 
for $5 is the regular, customary 
and usual price at which said 
tablets are offered for sale. 
The price of $1 a box or six boxes 
for $5 is not a special, reduced or 
introductory price.” 

prices other’ than 
wholesale may not be represented 
as such “Wholesale direct to 
you” banned where prices quoted 
were usual retail prices. 


Worth—an advertiser may not rep- 


for Prize-Winning Book 
By RICHARD L. HOPE 


You'll find quite a few soda foun- 
tains scattered throughout the coun- 
try—big ones little ones 
some as fancy as all getout. 

WE KNOW ... 

Our photographic crew ila- 
vanted into 21 states just b: 
Christmas last year. They hit be- 
low zero in Minnesota .. . shed the 
woolens in Florida wound ul 
in a fog in Boston . . . 6,000 miles 
and 22 days after their start. 

And all to shoot natural-colo! 
pictures of fountain  installotions 
for one of the nation’s largest 
ers of these beverage bars. \Work- 
ing late at night when the ops 
were clear .. . spick and sp 
traveling by day... it reall 
a schedule. But... out of 3! 
... We came up with 30 the 
swellest durn color shots you ev 
saw. Naturally, the clier A 
tickled. 

But here’s the payoff! ¢ 
week or so later... and t ys 
were off again and, M! le} 
they made the same route 
another client who shares 
perch among fountain build 
the same number of shots | Ii 
ent installations and came t 
the same score; 30 click 
shutter, no errors, 30 “hit 

What's that got to do 
business of printing? 

Plenty, fellow! Those « 
ping Kodachromes came 
all their natural beauty in ' 
pany’s catalog prod 
tirely by us... and then 
proceeded to cop first 
quality sales building « 
advertising! 

That’s the kind of pr 
service you can get, too 
a crew whose job it 1s 
everything from the idea 
bution. If you'll pardor 
we'll go so far as to sa) 
bunch of idea producers 
a fountain bubbling w!' 
ideas that you can use. ~ 

Wanna see a copy ol 
tain Book? It’s yours 
for the asking. 
AMERICAN COLORTY?' 

iaicnt ¢t Oriquate ‘A 
Chicago New York Clifton ‘ 
Ad No. 1 of a@ Sere 
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i 
“The primary use we make of the MARKET DATA 
BOOK,” says Otto R. Stadelman, “is to check markets. Even 
though we feel that we are thoroughly familiar with all of our i 
+ ‘J 
ive, ; ; oC 
clients’ markets we welcome the opportunity of checking our Tee A E - 
t : -~ 7 
opinions against an unbiased source. The MARKET DATA Ono R. Stadelman, Secretary-Treasurer 
and Head of the Media Department for 
» *@ ° Needham, Louis & Brorby, Inc., Chicago, 
BOOK is particularly helpful when we have to select test mar- Sih, cuys “th to 4 tetinet sOvennage te te 
to have material such as you have gath- 
° ° ° ered together in one place at such easy 
kets for some individual product. We can also get a quick range. The ever increasing use which is 


being made of the MARKET DATA 
. Y ef ; BOOK is reflected in the growing num- 
picture of the coverage offered by the various media when we ber of advertisers and the type of ma- 


terial they are presenting in their copy.” 


are planning advertising programs.” 


Like other agencies from coast to coast, Needham, Louis & 1942 CONSUMER 
Brorby, Inc., has found the MARKET DATA BOOK is the MARKETS EDITION 


only complete source of reliable information covering every The 1942 edition of the Market Data 


factor habitually used as a basis for comparison of consumer Book, now in preparation, will contain 
all of the latest revised figures on all 
buying power, whether the markets compared are as small as a consumer markets. County, city, state, 


, regional and national totals showing 
county or as large as the entire country. Pe 
? ? population distribution and sales po- 


tentials, will include all recognized in 
" — ; ; dices of consumer buying power. The 
With such complete and authentic information available space Market Data Book is complete, organ 


e — ° , ‘d, ‘rm: “nt sed there ~ 
and time buyers can plan advertising and sales promotion oe ee ee en oo 


tional advertising is bought. 


campaigns with every assurance of maximum results. 


Designed to help Advertisers and Agencies to bnow ther Markets / 
THE Market Data Book 


NEW YORK CHICAGO LOS ANGELES SAN FRANCISCO 
330 W. 42nd St. 100 E. Ohio St. Garfield Bldg. Russ Bldg. 
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Precast Concrete Houses 
Assembled in 23 Minutes 

An all-precast, all-concrete four- 
room dwelling of 680 sq. ft. that can 
be erected in 23 minutes has been 
developed in California and is being 
submitted for the consideration of 
the defense housing divisions of the 
Army and Navy, according to an 
article in the August Construction 
Methods. It has been demonstrated 
to the authorities that a 1,000 sq. ft. 
house, if built in quantity, can be 
precast and erected in not more 
than two hours total working time. 

Some of the buildings have two- 
inch double walls with continuous 
air spaces, while others have solid 
walls. In a test operation, the walls, 
floors and roof were precast in 38 
minutes. After curing, the slabs 
were delivered by truck to a loca- 
tion where the foundation was al- 
ready in place. Here they were 
erected and torn down three times, 
the first erection being in 35 min- 
utes, and the last shortened to 23 
minutes. The secret of such accu- 
rate and rapid erection of this pre- 
cast structure is said to be the use 
of a specially designed crane with 
a horizontal boom which permits its 
operation as close as 10 feet to a 
proposed building. 

At the suggestion of motion pic- 
ture companies, and with Army rep- 
resentatives present, an effort was 
made to simulate a conflagration in 
order to test the fire resistance of 
the structure. While the fire was 
severe enough to drive the camera- 
men out of range, after the walls 
had been washed it was found that 
the concrete units were not checked 
and that the only damage sustained 
was a warped steel window sash. 


Preparation for 
Civil Defense 

In an effort to secure a nation- 
wide picture of what is today being 
accomplished in the way of civil de- 


fense, Fire Engineering question- 
naired some 200 large and small 
cities throughout the country and 


reports the first part of its findings 
in the August issue. 

The replies showed activity in 
varying degrees; some inland cities | 
are doing practically nothing while 
others, mostly along the seaboard, | 
are taking their work seriously. Ap- | 
parently the public in the central 
part of the country is less effected | 
by hysteria than those in the East | 
and around Washington, the publi- | 
cation comments. They seem, it | 
says, to look at the problem calmly | 
and with apparent realization that | 
attack or invasion, contrary to the 
claims of drumbeaters, is _ still} 
remote. 

Among the great number of re- | 
ports published in the issue, Irby | 
Klinch, fire chief, Memphis, Tenn., | 


| 


(Advertisement) 


Red Network Stations 


Increase Power 

Reports from all parts of the country 
show that NBC Red Network im- 
provements keep rolling right along, 


giving listeners and advertisers even | 


better service than ever. 

Since the last rate card (April 1941) 
the following power increases have 
been made. 


KRIS, Corpus Christi, Tex., to 1000) 


watts. 
night. 
w. night, 5000 day. 


night. 
KGNC, Amarillo, Tex., to 5000 w. 
day. 


night. 
WIZE, Springfield, O., to 250 w. 
KDYL, Salt Lake City, Utah, to 5000 
w. night. 


WRC, Washington, D. C., to 5000 w. | 


night. 

In addition, WFEA, Manchester, 
N. H., has become a Red Basic Sup- 
plementary outlet, KGBX, formerly 
of the Red Southwestern group, 
ditto, and KFYR, Bismarck, N. D., 
WNAC, Boston and WSAN, Allen- 
town, have received construction 
permits to increase their power to 
5000 watts day and night. 


The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 


Edited by RALPH O. McGRAW 


WSOC, Charlotte, N. C., to 250 w. 
WAPO, Chattanooga, Tenn., to 1000 | 


WTMJ, Milwaukee, Wis., to 5000 w. | 


WKBO, Harrisburg, Pa., to 250 w. | 
| 


says that city has formed a civil 
defense unit headed by the presi- 
dent of the local street railway 
company. Plant fire brigades have 
been formed in all 
city and in surrounding territory. 
A course of fire protection is given 
daily at the fire headquarters. The 
program has reached an advanced 
stage, the chief says, and all are 
very much encouraged. 

Fire Chief Joseph E. Scanlon of 
Lynn, Mass., reports that 300 civil 
defense firemen are now in train- 


ing and the plant is to expand the} 


force to 1,500 as means permit. The 
men are being instructed in the use 
of hose lines, ladders, rescue work, 
first aid, inspections, pump opera- 
tion, and defense communication. 
Out in Beverly Hills, Cal., says 
Fire Chief L. B. Canfield, a de- 


plants of the| 


| defense training early in May. The the Cleveland Purchasing Agents | York, has 
| 


| were composed of men on the fire 


fense council has provided men and | and is training and organizing the/order for 9,347 motorized unit 
/equipment for auxiliary fire units| personnel of private plant brigades.| which they are working on. 
at the ratio of two and a half units| At present, some 125 men are at-| Other cooperation among indus- 
‘for each engine company in the| tending the school and it is hoped | trial firms has been stimulated t 
service. Each unit consists of four | that 500 will have been trained by |the defense program, especial) 
men who are equipped with a sedan, | fall. among some of the smaller units of 
300 feet of 14-inch hose, one noz- Thus, in varying ways and de-| industry who oe pooling their fa- 
zle, a plug wrench, etc. It is to be| grees, civil defense is being organ- cilities in a joint effort to get de- 
| dispatched on calls after all regular | ized through the country with, per- fense contracts. One such eff 
men and equipment are called out.| haps, little attention or knowledge centers around Ellwood City, P 
Nothing has been done in Ann|on the part of the public in gen-|Where United Tube Corporati 
Arbor, Mich., on civil defense, says | eral. fe lcsuie Ueaune Weaken toe | 
discussions about. emergencies | Defense Makes Buddies ‘pany, Ellwood City Iron & W: 


| whic ' arise. avail ‘ater of Competitors Company, Jones Engineering Cor 
which might arise, available water pe sone oak Wilweed Seaduee © 


supplies, and use of discarded| Normally direct competitors, | **""”?. d , 
equipment. An emergency service| large scale cooperative purchasing cn “4 "Eas cae oe, 
corps is being organized in the city|for defense production has estab- | be : rower a Jot Agr of We aree’s 
by the Boy Scouts to help in the/| lished common interests for White larger plants will — them if t 
event of disruption of water mains,| Motor Company, Cleveland, Dia- pool plan is successful. 
telephone system, etc. |mond T Motor Car Company, Chi- | P ae 

At Columbus, O., the fire depart- | cago, end Autocar Company, Ard- | Juvenile Group Adds 
ment inaugurated classes in civil} more, Pa., according to a report of Juvenile Market group, Neé 
added Star Spanglei 
Comics to the group which a - 


ean "ie : we 4c. | ready includes Superman, Batma 
classes | 25 issue of Steel, A joint purchas | Action Comics, Adventure Comi: 


; ing commission comprising one rep- | nerective Comics, More Fun Comi 
department eligible list. The school] | resentative from each company has | 4l]-American Comics 
is now Operating both day and night, | been formed to buy materials for an | Comics. 


composed of the} Association published in the Aug. 
Later 


first class 
American 


was 
Legion. 


and Flah 


we 


alurdiy s 
(bid... 


= - ++ and so do Saturday Morning 
| Programs — on NBC RED. Here’s 
how Shinola proved it and profited. 


Remember the old tune that went: "NOBODY 
listens to the radio on Saturday mornings"? 
Hecker Products Corporation heard it 
back in March, 1940—and didn’t believe it! 
They knew that people bought more food 
and groceries on Saturdays than on any other 
day of the week...and decided they'd like 
to talk to them just before they bought! 
So Hecker started to advertise Shinola 
Shoe Dressings on Saturday mornings on NBC 
RED—the network most people listen to 
most. They chose a half-hour dramatized 
program, a program of evening calibre, 
“Lincoln Highway." 
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New Rate Changes 


THE 1940-41 WINTER RADIO SEASON at A (GLANCE 


for “True Story” 


v aE G' 

True Story has issued rate card) MO% —curseisicanon rr geun” aees . 2 
No. 36, which will become effective "T a 
with the November, 1941, issue. | 

Principal changes are the estab- | 26 | variery 22 | 399 
lisi:ment of new rates on insert 
stock, straight percentage premi- | 
ums for bleed printing, and the io) wom 32.3 
elimination of three-color single 
columns except where one color is 
plack 28 | AUDIENCE PARTICIPATION | 38 | 255 


Gottlober Adds Three | 3 


Sigmund Gottlober, director of 


CLASSICAL 


Concert Program Magazines, New > 
Yor, has been appointed national . 
advertising representative for the 

program publications of three more sisiensien tain 
symphony orchestras in Kansas | : 
City, Louisville and Philadelphia, 

bringing the Concert Magazine las COMMENTATORS 
group to a total of 19. | AND TALK 


Appoints J. W. Pepper . 

Commonwealth Pictures Corpora- 
tion, New York, has appointed J. W. 
Pepper, New York, as advertising 
agency. 


—_- 


CLASSICAL AND SEM 


NEW 


COMPARISON BY TYPE 


129 RATED EVENING PROGRAMS 


OCTOBER 1940 . APRIL 1941 


According to CAB figures, the —— sketched above ranked as follows on 

the basis of amount of time on the air: 

participation; 3. variety; 4. Sn, news and talks; 5. popular music; 6. 
familiar music; 7. classical and semi-classical. 


. drama and serial drama; 2. audience 


Fewer Variety. 
Shows, More Drama 


on Evening Hours 


CAB Report Highlights. 
Radio Trends During 
1940-41 Season 


New York, Aug. 28.—The numeri- 
|cal decline of evening variety shows 
and the increase in dramatic and 
audience participation shows were 
|termed the most important trends of 
the 1940-41 radio season in a report 
issued to subscribers this week by 
the Cooperative Analysis of Broad- 
casting. The review 
period from October, 
1941. 


Despite the fact that in total time | 


on the air variety programs dropped 


Here’s what happened... 


C. A.B. RATING DOUBLED AND REDOUBLED! 
In little more than six months, “Lincoln Highway’s” 
audience had doubled. Nine months later, that 
record had doubled! 


SALES INCREASE 20 to 25%. “. . 


. For the past 
writes J. B. Forsyth, General Man- 
ager of Hecker’s Shoe Polish Division, “our different 
types of polish under the Shinola name have regis- 
tered consistent gains of 20 to 25 per cent ahead of 
last year. In large part, we attribute this to the sales 
response to ‘Lincoln Highway’.” 


CONTRACT RENEWED. At the end of a full year, 
contract was signed for another full year on NBC RED. 
. AND 14 NEW STATIONS ADDED. With the 
iddition of 14 mew stations to the network last May, 


‘hinola's “Lincoln Highway” is now heard over 75 
‘ations of NBC RED 


several months, 


WORKS LOR _A LIVING [” 


—and here’s WHY it happened! 


1. Over 80% of U.S. radio families are “reach 
able" by radio during any Saturday morning 
half-hour. You get “evening type" audiences 
at daytime rates! 


On Saturdays people have more cash to 
spend than any other day in the week. 


More than 40% of a// groceries are bought 
on Saturdays .. . and 69% of all Saturday's 
grocery sales are made after noon! 


This particular story happens to cover Satur- 
day mornings. But the same thing is equally 
true on Sunday...or Thursday...or any other 


day or night in the week—namely, any time 
is good time on NBC RED! 


NATIONAL BROADCASTING COMPANY 
A Radio Corporation of America Service 


(— 


WHAT HOOPER FOUND— 
IN 29 CITIES 


1747 homes, in 29 cities, were phoned 
by Hooper investigators, the week of 
February 23, 1941. From the responses of 
312 verified listeners, and 542 


non-listeners, Hooper found 6 


only 37° of the non-listeners! 


Shoe Polish is used in 
2” Tally: SHINOLA was men- 


and by 


covered the | 
1940, to April, | 


25 
|from first to third place, this cate- 
gory continued to command the 
| highest average rating, CAB fig- 
jures showed. The study also 
showed that news programs con- 
tinued as an important classifica- 


tion, while the position of daytime 
| serials remained as strong as ever 
| consuming almost 81 per cent of all 


jtime on the air during daytime 
hours. 
“The 1940-41 winter radio sea- 


|son may be described as the culmi- 
| nation of several incipient tenden- 
cles, but devoid of any distinct or 
|new trend,” the CAB said. “It was, 
| withal, a period of ripening. Logi- 
leally, perhaps, no new blossoming 
‘could be expected at such a time, 
and no new blossoming did come.” 


Benny Show Leads 


During the October-April period, 
jthe following 10 evening programs 
enjoyed the highest ratings: 


a. . 39.9 
2. Chase & Sanborn....... 36.9 
3. Fibber McGee & Molly.. 32.6 
4. Lux Radio Theater . 32.3 
5. Bob Hope . 29.6 
6. Aldrich Family . 28.2 
7. Kate Smith .. 25.8 
8. Major Bowes ....... . 25.5 
9. One Man’s Family.... 22.5 
10. Fitch Bandwagon ....... 22.3 
' Among daytime programs, the 
five leaders were: 
1. Ma Perkins 10.2 
2. Pepper Young ......05> 9.5 
> & & sae 9.3 
4. Life Can Be Beautiful.... 9.2 
5. Woman in White.......... 9.1 
| In the special events category, 


| President Roosevelt’s address before 
the Press Correspondents’ dinner on 
March 15, 1941, received top rating 
of 47. 


His campaign addresses 
ranged from 36.4 to 38.7, while 
| We ndell Willkie’s efforts received 
ratings from 16.5 to 30.6. The 


, World Series broadcasts last Octo- 
|ber averaged 25.2. Football aver- 
aged 30.1 for the season. The Louis- 
McCoy fight ranked highest among 
boxing bouts, 22.1. 

The CAB report included numer- 
ous tabulations on trends in indi- 
vidual ratings, comparisons of pro- 
|\grams by length of broadcast, 
variation in listening habits by in- 
| come groups, and program ratings 
broken down epee. 


‘oe Paenemiines for 
WNEC Boosts Power 


Station WNBC, Hartford, Conn., 
|is now broadcasting with a new 
'5,000-watt transmitter located at 
| Ne wington. The new structure has 
|}an auxiliary power unit which will 
enable the station to continue 
broadcasting in the event a storm 
interferes with its regular equip- 
ment. 

The station, which previously 
broadcast with 1,000 watts power, 
| recently became a basic affiliate of 


the National Broadcasting Com- 
pany Blue network. 
'To Yankee Writing 

The Trumbull Electric Mfg. 
Company, Plainville, Conn., has 


named the Yankee Writing Service, 
Guilford, Conn., to handle advertis- 
ling for its poultry equipment divi- 
sion. 


(Advertisement) 


‘Mary Margaret McBride 
‘Now on WEAF 


| Her well-known participation pro- 


‘gram for women will be broadcast 4 ale 
| to the world’s richest market, Mon- Me rs 
|days through Fridays, 1 to 1:45 P. M. Rite 


For nearly seven years, Mary Mar- 
garet McBride’s 45-minute radio 
|feature has been outstanding in the 
|New York market. And she has 
| built an enormous following among 
| women who buy, in amazing quan- 
tities, the products she recommends. 


Now, with WEAF’s impact of 50,000 
watts delivered the Salt Water Way 
to America’s richest market, Mary 
Margaret McBride’s program will 
reach larger audiences with greater 
results than ever before. It’s a win- 
ning combinatyon of a great station, 
a top-flight woman’s program and a 
large and responsive woman’s au- 
dience. 


Write or telephone your nearest 
NBC Spot Sales office today for 
complete details. 


’ oe ee is i Hi ae = es sks 3 Ree eee cd ws, Sap ees See ae 8 a: Aes ao o: al 
haps nik of ee ee ‘ OP Gy pie : ee Say es A Se a vas Ria eh on eg ; ee — ds VS cy mm ke IES 8 Diath 8 eS and aus Se r 
Sn i 
*4 - 
bus 2 ee 
= “She 
eg 
Ra. 
oe 
i 
| es: 
Ee ; ; 
" Je 
| Re oe 
ee 
41 223 og re 
| a 
7 
as 
10 126 a aes 
mms | 21 | 205 Ts > 
a 
ae 
$$$ LTO a 
Lo 
| 3 
+ 
- ee 
ares 
me 
peor 
oe 
a 
OT oe "7 
= e wo 
0 ead 
a 
. ae a 
3. | 
a. au 
eee 
- Zl, 
= ciig Bai 
ee 
: - ae 
as 
7 a : ¢ 
BP : , 
BP Be ‘i | 
1 fen , 
| an 
= 
. * 
— epee, CCl 
NBC  g 
eae, bet eee Le a | ies: 
ee = a ii 
alias a ; a 
‘ = ; , Rie , A 
ES 58 2 acer : a s >< hae 
~ wen « - + a eat aie ae a as a 
use of Shinola among t Lincoln aaa a a a an 
i “ ‘ nia ae Be ing: Peer 2 ae 
Highway audience— rease clearly ; es is eS - 
traceable to ra@iggfone. Question was: E 2 
” Xe ] 
pen NETWORK | ‘ 
re * i i 
y / , wee | _ >, 
onmed by 62% of the /ssteners... a : 7 
er _ THE NETWORK MOST PEOPLE - ag 
me A Pe. . = 2 
LISTEN TO MOST (oan 
oe pace ol ee a —— rt a: - = q : 
—— } ae) 
ss 
Pa ae ~ 
po 
. wie ws: * 
ss L ; ‘ : a PR Ne ae pe ee ie. ee a ‘a ag meer eed | ai ae 4S i ates bat ms 
-. 3 ha oie a Flos a 8 ah rey oad gat aS ed ee E aa ez 2 eae pee’ ty ates 3 = pers * PF i gf Le Zeer ‘ee tis hig sem wf bart 'y i Ue 155 AF i 
ee ae ee tee ey Se ~ Mat Dice oe at oe od s SRY cies tienes «os! e : nigga aCe Macs, uu ae oe *: Be! MY og a 4 
ee ae rele a Op i bac «he Re eels ated ge qs, 2 Fe ree i Se Pe ie oe aig Slee ee Ley ea ee ais ak ae 2 a : CA Oe geet ees, 
, ee a ote 1 MES AG ec = 7 8 ee eS Ne eae eee, Mikaedie > et Se ge ae: ae Ske. ERS te ee i . : a ere 
*, ‘ > ” bale A ¥ Ee Pi Fags ae, 7 eee > ee : ee | ee oe we Ss a get ie a" 1 are Peas. te ek Cie: # 4 % a 3 1. 
4 ot ee Se Mp | me Maes Pete fe eae LS te Phe, fe Re +4225 Sih Mince Ep 2 PE Bete an Pie ee, ae ot wr," 2 ‘ faa ee PE Be Sn Coe ee te iy ye Ng ee I, i la § ees. S 


26 


September 1, 194) 


Last-Minute Memo 
to Housewives 


Until comparatively recently Saturday 
morning was one of radio’s dull program 
spots. Five-time-a-week strip shows gin- 
gerly skipped the weekend and sponsors 
showed little interest in building pro- 
grams that would stimulate Saturday 
a.m. listenership. 

Ruthrauff & Ryan researchers had a 
hunch that a rich merchandising oppor- 
tunity was being overlooked. They inves- 
tigated, specifically with the needs of 
Lever Brothers’ Rinso and Spry in mind. 
Surveys indicated that a potential audi- 
ence existed. R&R fact-finders began to 
line up their data. 

Result: “Vaudeville Theatre,” a big- 
time variety show, aired by Lever Broth- 


Radio chief Campbell gets down to brass tacks with his staff. Standing next 

to Mr. Campbell is Pete Barnum, director of evening radio, and continuing 

clockwise, are: Nate Tufts, production director; Heagan Bayles, assistant radio 

director; and Herschel Williams, daytime radio director. 

all the tested comedy and variety elements that have won big family aud- 
iences in the evening is the objective. 


0 i % 
By Tat oe 
~ 


ers every Saturday over an NBC-Red 
network, from 11:30 a. m. to noon. The 
program got under way July 12 and since 
then has been building up a rapidly 
increasing circle of listeners. Both client 
and agency regard the Saturday morning 
spot as a natural—Saturday is tradition- 
ally the big marketing day. The program 
hits housewives just before they step out 
on their weekly market jaunts. Bulk of 
the buying is done Saturday afternoon 
and early evening. In effect, “Vaude- 
ville Theatre” is virtually a point of sale 
merchandising stimulus. 

ADVERTISING AGE goes behind the scenes, 
learns how the show came to be and what 
makes it click. a 

An idea is born; three R&R vice-presidents discuss research that points to a sizable potential Saturday morn. 

ing audience. They note that in addition to the usual daytime listeners, mostly women, must be included men 

and children—a family audience. Flanking C. Lawton Campbell, radio director, are Joseph R. Busk (\«ft) 
and C. J. McCarthy, account executives on Spry & Rinso, respectively. 


Lever Bros. executives approved the program pattern, so 

Edith Searle, R&R casting director, starts calling talent 

agencies to arrange for auditions with a view to lining up 

the stars and the other acts that will make up the half-how 

program. Nate Tufts and Ed Ettinger, script writer, look on 
as the original calls are made. 


Several test programs have been built and transcribed and now trained 

ears and alert minds put the shows through their paces, so that the pattern 

for the new series can be clearly established. In the auditioning group 

are John Bates, production director; Fred Bruns, assistant account execu- 

tive on Rinso; Messrs. Bayles and Williams; and Pat Dougherty, production 
director. 


A show combining 


The eager performers turn out in droves to answer the audition call. 


Here's a typical batch awaiting their turns. 


show business from one-man bands to cowboy serenaders, to dialect 


comedians. 


The script gets a last-minute checking before the show goes on the Nate Tufts gets the studio audience in the proper mood before the 
air. The boys that make the wheels go round: Al D’Artega, orches- curtain rises for the broadcast. 
tra leader; Jim Ameche, Herschel Williams, Ed Ettinger, Nate Tufts headliners as Benay Venuta, Henny Youngman, Charlie Kemper and 
and Dick Todd, featured singer and runner-up to Bing Crosby in Jess Mack, and the Deep River Boys, as well as lesser known variety 


vocal popularity. 


The one-man band gets a chance to demonstrate his ability. | Meanwhile Florence Miles and Reggie Morgan, R&R commercial writers, are 
They run the gamut of Production director Tufts looks and listens in the control busily engaged in turning out Rinso and Spry sales copy. The show a 
sracetully 


master of ceremonies, picked for his ability to handle commercials 
—Jim Ameche, young brother of famed Don. 


if 1H iv Pea dhad bet Ht bi be hh, } 


From 30 to 40 acts are auditioned by the agency 
every week. 


room. 


e 


On the air. 
that can stand up against many a popular evening program. 
are handled lightly and woven right into the program pattern. | 
one plug, and later Spry comes in for another. Then, at sign-o” 

products share the spotlight. 


It's a fast-moving half-hour packed with comedy °° eials 


“Vaudeville Theatre’ features such 


performers. 
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July Chain Sales 
Increase 25% 


SALES OF CHAIN STORES . son International, Lord Baltimore 
sea ee % Gain itt 7 Menthe «Gal Coming Hotel, Baltimore, Md 


oe satin or Logs Oct. 13-14. Fall convention, 


‘Jewel $ 2S44,S68 § 2,062,741 437.9 $ 119.641.1382 § 14.789.512 T ° Newspaper Advertising Executives 
Over Last Year Kroger Groc. & | ONVENRTIONS association, Blackstone Hotel, Chi- 
Bak Co o S121 19,837.60] 17.8 155,409,685 187,915,485 13.4 cago 
© ‘ *National Tea sO3.170 4.578.668 + 17.1 , NOT.S90 SS4.116 *g 
rises » — , 7 . ‘ 
Chicago, Aug. 28. : ce ho ge Safeway 743,807 0,133,666 +18.6 269,962,954 241.675.6834 11.7 Oct. 15. Annual meeting, Agri- 
chain store organizations showed a 2 - ~ - - -— - . ‘ : Rare acc : Pky. 

P ° : Group Total $ 67 11.406 $ 6.612.676 . 4 SO.911.6601 ‘ ‘ se e =o. ys re 2e - ns % > ; oT f ; “le 
combined increase in sales during \\) $480,911 $427,264,747 Se pt. 8-9 Annual meeting, In cultur il Publishers Association, 
July of 25.2 per cent over July of po omg surance Advertising Conference, Stevens Hotel, Chicago. 

.. _ 4 ’ tSears, Roebuck. §$ T2.869.575 $ SI, S519 41.9 S428. 867.680 $228. 749. 92% 0 te 7 ay _ _ >. ~., —T : . 
last year, and their sales for the  Spiege! 2.752.081 2492445 10.4 27,095,100 OG YESNAT mi Hotel Hershey, Hershey, Pa. Sept. 16-17. Annual meeting, Na- 
frst seven months of 1941 are 18 Montgomery ie nae - ep aie i Sept. 8-11. Annual convention, tonal Publishers Association, Sky- 


per cent ahead of the corresponding 
pel id of 1940, an analysis by Ap- 
\VERLISING AGE shows. 

The 28 chains’ July volume to- 
taled $323,711,772, compared with 
$258,530,110 last July, and their 
seven-month total was $2,115,974,- 


Financial Advertisers Association, top Lodge, Skytop, Pa. 
(irou » Total $1IZZ.926.608 $ 91,058.0801 6.1 $7i i S$59T.1LT8.854 "6.2 Hotel Statler, Cleveland. Oct. 22-25. Fall meeting, Asso- 
Drug Chains ciation of National Advertisers, The 


: ; ; Sept. 15-17. Annual convention 

Crown $ T40,570 § GY1912 7% $ 7. 228.269 : TOSS O05 i ~ . ’ sete: ; . 

Peoples 2.240.905 Lotisae 172 15,005,001 13,092,589 i46/Advertising Typographers Associa- a gg og ln | 
ct. 23-24. acific ouncil, 


Waleree 7. 106 088 ' “ TT) ’ 6.9951 4 ORS Ty . 

ilgreen 2 1 4 ‘ 1 42,249, 281 = tion of America, The Greenbrier, A ce eee nes 

Group Total $ 1008 T NO] : %. 706.854 15.9 $ 69,328.39 $ 62.4 j 11.0 | White Sulphur Springs, W Va. ‘ merican Assoc lation of Advet lis- 
ing Agencies, Hotel Del Monte, Del 


Variety and Miscellaneous 


594. compared with $1,792,845,.488 Bond Stores $ 2.106.782 $1,391,880 14 $ 22058852 § . saa} ,, Dept 19-17. Annual meeting, Na- Monte, Cal. 
last year. Consolidated Reta il tional Publishers Association, Sky- 

Four food chains reported July A cadagaf : one 33 ois hei os m4 18 te eee et “op by top Lodge, Skytop, Pa. 
sales 18.6 per cent greater than last Fishman, M. H 119.842 84.454 2 2.571, 220 PNU,28 12.7 Sept. 17-19. Annual Conference ERTIES LOOK 
year, and seven-month sales up 11.7) Green a < . san bat spree i. wanea my rey '’* | and Exposition, National Industrial BETTER 
pe cent from last year, with Jewel Kresge, S. 8 12,923,581 11,216,749 15.2 S7.809, 608 9.94179 | Advertisers Association, Royal CATALOGS 


continuing to pace the field with in- 
creases Of 37.9 per cent for July and 
32.8 per cent for the year. 

Three mail order chains showed 
July increases of 29.8 per cent, and 


cag Ps gti y bad ap Ag rigor pte rng ‘4 York Hotel, Toronto, Ont., Canada woes 
Lane Bryant, Ine 1,159,584 877.475 oo ‘ WN 7.907.725 Is ’ ’ ’ alle . 
Lerner 1.027, 264 {87.2321 15.5 J2.009 44 oo ' 1Z.N Sept 1 FOLDERS cost 


29-Oct. Annual meet- 


MeCrory 447.4049 4.4% IN. 4 “8.0 S5 147 11 5 : : LESS 
McLellan Stores O51 256 1: 786 620 a8 47 825 838 10.283 O8¢ » ing, Life Insurance Advertisers As- JRSRTaa2 
Murphy, G. © $971,126 YH OSS 25.3 Lus4.214 ' 1745 ; 

i 


1 
1 . Ir . . 
Neisner’ Hros Ostet 1,565,768 + Be6 127 cog 13 /S0eHOn, Hotel Stitler, Boston. queers memes 
Newberry, J. J 1,842,720 4,249,035 14.0 1.09742 1,521 1 . : 


: ao & . ‘ Oct. 6-7. Boston Conference on 

seven-month gains of 23.5 per cent. Penney, J.C 6.143,229 20,8837] 25.2 172,870,785 14418 s 1s e IMPROVED OFFSET 
“ 7 ton cage ee Western Auto 6.591.000 1.741.000 + 39.0 6.809.000 442.000 :; 1 | Distribution, Hotel Statler, Boston. £ | 
Sears topped the list in this classi- Woolworth, F. W a sa0 048 94 bee O45 +e Pr teyte ‘aa ; =e aure LITHOGRAPHY 
fication with a gain for the month Oct. 8-10. Annual convention, COMPLETE COPY & ART DEPARTMENTS 
of 41.9 per cent and 30.3 per cent Group Total $122,365, 97 $102.152.519 19S $S12,182,216 $ToK a t5.645 -15.0!}Direet Mail Advertising Associa- 
for the January-July period. ombined Total $22RT11.772 $258.530.110 | $2. 115.974.594 $1,792. 845.488 i.» tion, Mount Royal Hotel, Montreal. LAUREL PROCESS COMPANY 

In the drug field, three chains re- : ; - , ’ Oct. 12-15 Annual convention, 480 CANAL STREET, NEW YORK 

: ° 7 2 *Fou and 2S weeks ending July 1:2 ‘our ame 2- week wriod ending no ‘ 

ported July increases of 16.4 per) o,f . ‘ per Same ee. Mail Advertising Service Associa- WALKER 5-3030 


cent, and seven-month increase of 
11.2 per cent, Peoples making the 
best showing with 17.2 per cent in- 
crease for July and 14.6 per cent for 
the longer period. 

Eighteen variety and miscellane- 
ous chains had an aggregate July 
gain of 19.8 per cent, and a gain for 
the January-July period of 15 per 
cent. In this group Bond continued 
to make the best relative show- 
ing, with a July increase of 51.4 
per cent, and a seven-month gain of 
43.5 per cent. 


Trustee Asks Radio 


Firm Be Dissolved 

Dyke Cullum, vice-president and 
one of the three trustees of Capital 
Broadcasting Company, operators of 
the new Station WWDC, Washing- 
ton, D. C., has filed a petition ask- 
ing dissolution of the company. Mr. 
Cullum has been at odds with his 
associates, Stanley H. Horner, 
president, and Edwin M. Spence, 
secretary-treasurer, since about the 
time the station went on the air 
earlier this year. On May 2 he 
asked the court for an accounting 
and for appointment of a receiver. 

His new petition charges that the 
property and effects of the station 
have been “so far reduced by 
wasteful expenditures, losses or 
otherwise; that it will not be able 
te pay all just demands against it 
or offer a reasonable security to 
those who deal with it.” 


N. Y. Business Institute 
to Offer Ad Courses 

New York Business Institute will 
offer a new course in “business 
building through advertising” start- 
ing Sept. 24. The course will con- 


OUR “TILLIE” BRINGS TEARS TO THE EYES OF THREE-TON LADY HIPPO 


a for 16 Re ee eens oor | ny is sad. Lotus is chagrined. For years she has Thirty-six motors operate TILLIE’s controls. She's got 45, 
A preliminary clinic session will been three tons of corpulent attraction at Ringling main and 20 secondary control circuits. TILLIE’s press- 
00" Oe ee Bros. and Barnum & Bailey Circus. Everybody raved room is ventilated. She breathes the cleanest kind of 
C5 ot lll tap ll about her immense girth. Lotus was so happy. Now humidified air. TILLIE’s streamlined bonnet contains a 
—__. Lotus is fit to be tied! It’s all because of our TILLIE. modern drying hood where paper gets hot-air-treated. 
: Our TILLIE has given poor Lotus an inferiority com- Appetite? Our TILLIE devours 230,000 pounds of book 

plex. TILLIE is the pressmen’s moniker for The Family paper each week The Family Circle is printed. ‘That's 

HARVESTER CIGARS Circle s colossal new printing press. You'd have to a yearly consumption of 9,600,000 pounds of paper— 
hagas a ee multiply Lotus by 50 to equal her 150 tons of weight! enough to make a 6-foot wide paper highway stretching 


ADDED WTAQ THE SALE 
OF HARVESTERS JUMPED 
MORE THAN 500% IN 
NORTHEASTERN WISCON. 
SIN 


And Harvesters were always 


a 


Washington is from New York. 


NTA 


GREEN BAY. Wisconsin 


The only CBS outlet for 
ortheastern Wisconsin 


over 25,000 miles, enough to encircle the earth. Her 
roll-paster robot joins new and expiring rolls of paper 
without even slowing down her tremendous velocity. 


A year of prenatal care was needed to manufacture 
TILLIE'’s insides. She was completely assembled, put 
through her paces, then dismantled, shipped on a lot 
of trucks and erected again in her Neo Gravure home. TILLIE’S very sensitive to color, too. Her controls can 
set colors in register around and across. She's got slick 


TILLIE, PRINTERS SAY, IS THE MOST HIGHLY DEVELOPED ; ; 2s 
impression gadgets that permit perfect printing pressure. 


MAGAZINE COLOR ROTOGRAVURE PRESS IN ALL THE WORLD! 


the leading brand up here TILLIE has the strength of 100 horses. TILLIE roars into TILLIE’S some baby! The Family Circle is mighty proud 
i Ti lan 300,000 pounds of precision-perfect action from push- of her. We believe our advertisers will see some results 
— Eerapterenagpaning eee mest button controls. She's got 45,000 feet (9g miles) of of TILLIE’S dexterity and power as she grinds out her 
ie foe, far amar from Geees Bas electric wire in her well-coordinated nervous system. weekly 1,600,000 copies of The Family Circle Magazine. 


“THE BEELINE TO THE BUYLINE” 
NEW YORK ° CHICAGO > SAN FRANCISCO 
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Curtiss Candy Denies Oneida Combines | G tti P l Standardization 
FTC Price Charges R U if e ing ersona Wi A roval of 
Curtiss Candy Company, Chi- omance, nifiorm ins PP 

cago, has filed an answer denying -« ° z 2 oni errs . ° 
the Federal Trade Commission’s JJ) New Drive Thanks to John M. McPherrin, L&T account executive, and Sid Anti-Trust Unit 
recent charge of price discrimina- 7” Strotz, NBC vice-president, conventioneers at next month’s annual 2 ‘ 
tion in violation of the Robinson- Oneida, N. Y., Aug. 26. Using National Wholesale Druggists convention at White Sulphur Springs Washington, D. C., Aug. o( 
Patman Act. The answer denies | copy that combines romance with a will be able to keep in touch with last-minute developments on the Federal efforts to promote prod 
that Curtiss knowingly induced touch of the military, Oneida, Ltd., world’s far-flung news fronts. Two of NBC’s ace news hounds will standardization by reducing ‘ne 


corn syrup manufacturers to grant 
price discriminations in its favor. 

Curtiss replied further that any 
advantages given it by corn syrup 
manufacturers in the way of price 
or delivery terms were granted 
without Curtiss’ knowledge; that 
such terms were not also offered 
to its competitors, and that any 
price concession granted were vol- 
untarily offered by sellers anxious 
to obtain Curtiss’ business. 


Goodrich Advances 3 


Frank J. Rees, in the advertising 


department of B. F. Goodrich Com- 
pany since 1929, has been named 
advertising and sales promotion 


manager in the Associated Tire and 
Battery Lines division of the com- 


pany. H. M. Rockwell has been 
named assistant manager of pe- 
troleum sales and H. F. Bicksel 


manager of budget sales of the di- 
vision. H. G. Culbertson has been 
appointed sales manager in_ the 
automotive chain store division. 


Telex Names Wales 

Telex Company, New York dis- 
tributor of hearing aids, has named 
Wales Advertising Company, New 
York, to direct its advertising. 


(EVERY DATE'S ~— 
A CLOSING DATE!” 


That's our pace —the RaiLway 
EXPRESS speed that speeds up 
speed! Perfect for deadline crises. 
Ideal for everyday shipments. Low, 
economical rates. To get it, 
phone us. 
For super-speed use AIR EXPRESS 
3 miles a minute 


RAILWA XPRESS 


AGENCY Inc. 


\ NATION-WIDE RAIL-AIR service / 


will launch its fall and winter cam- 
paign for Community plate with a 
new slogan, “If it’s Community... 
it’s correct.” Photographs will fea- 
ture a girl as the bride of a service 
man, each picture representing a 
dramatic situation pointed up by a 
one-line caption. 

Color pages in the new drive will 
appear in Life and The Saturday 
Evening Post, as well as black and 
white insertions in Bride’s Maga- 
zine, Good Housekeeping, House & 
Garden, Ladies’ Home Journal, 
Mademoiselle, True Story and 
|/Vogue. Combined frequency will 
be once a week for 18 weeks. 

First color advertisement, which 
| breaks in the Sept. 6 issue of The 
Saturday Evening Post, will picture 
an officer of the Marines and his 
bride, chatting with one of the 
bridesmaids. Standing before a 
table of gifts, prominent among 
which is an open chest of silver- 
ware, the bridesmaid is saying to 
the bride. “‘Wish you'd toss me that 


Community instead of your bou- 
quet!”’ 
The slogan, “If it’s Community 


a2 it’s correct,”” won a consumer 
| poll conducted by Oneida’s agency, 
| Batten, Barton, Durstine & Osborn, 
| New York, in which the great ma- 
|jority of women interviewed chose 
it over a number of other sugges- 
tions. 


‘Penn Admen Meet 


Advertising managers of Pennsy|- 
'vania daily and weekly newspapers 
will meet in Harrisburg Sept. 22-23 
/to discuss the effect of the national 


emergency on newspaper linage. 
|Featured are a contest for the 
best revenue-producing idea and 


| speeches by Vergil D. Reed of the 
| Bureau of the Census and John W. 
Barndollar, of the ANPA’s Bureau 
of Advertising. 


% 


Gain 


Newsstand Sale 


Ist 6 Months 1941 vs. Ist 6 Months 1940 


Most Jud O'Grad 


MACFADDEN WOMEN’S GROUP 


Trae Pomance: 


Pholoplay + Movie Mirror * 


Source Publishers Statements to <A I 


© Trae Experiences © True Lowe and Romance 


Radio Mirror 


broadcast twice a day from convention headquarters. McPherrin is 


chairman of the druggists’ program committee. . . 


Coleman D. Asinof, Advertising Corporation of America, should now 
be addressed at First Lieutenant. He won his promotion at Camp 
Devens, Mass., 
where he’s in- 
structing Na- 
tional Guard 
officers in the 
use of new anti- 
tank guns... 

Temple Uni- 
versity’s board 
of trustees has 
nominated Rob- 
ert L. Johnson, 
publisher of 
Promenade, to 
become the in- 
stitution’s new 
president. For- 
mal election 
scheduled for 
Sept. 17. . 
Leo M. Cherne, 
pres., Research 
Institute of 
America, 
moving his res- 


DINING CAR CARSTAIRS CONFAB 


Wa % 
> é 
7 oo . 


1S 


zi “4 
me 


is Caught in the dining car of the train that took them to the 
recent Carstairs sales meeting in Louisville are these pillars 


idence to 115 © of the distiller’s merchandising structure: E. Paul Hamilton, 

Central Park Carstairs state stores manager; A. B. Hook, Eastern division 

West... manager; Philip J. Kelly, general sales manager; and Philip 
Bruce W.. W. Lennen, president of Lennen & Mitchell, agency for 

Forbes, who is Carstairs White Seal advertising. 

associated with 


his father, publisher of Forbes Magazine, said “I do” last week, 
together with the Former Marcia McLean Laurent of Modesto, Calif. 
The wedding was held in Englewood, N. J. 

In quest of new shooting laurels, Roger Faweett, vice-president, 
Fawcett Publications, flew from New York last week to participate in 
the Grand American Handicap, emblematic of the North American 
trapshooting championship, at Dayton, O. He formerly held the 
national amateur title. . . 

“Big Bruiser” is the title of a new novel, bearing the by-line of 
Alfred Eichler, R&R copywriter, scheduled for issuance early in 
September. Eichler is author of several other successful books, 
including “Son of Saul,” published in 1938. His sister is Lillian 
Eichler Watson, noted for her “Book of Etiquette” and “How to Get 
a Job and Win Success in Advertising.” . . 

Wedding bells rang out this week for Martha Ann Pierce, daughter 
of Marvin Pierce, McCall's v.p. Walter Gelshenen Rafferty was the 
groom... 

Mrs. Ted Streibert has presented the WOR v.p. with a baby boy. 
Bedside weight: seven pounds, two ounces. Brooklyn Hospital was 
the scene of the blessed event. .. Runner-up in the stork derby last 
week was C. O. Terwilliger, Jr., prom. mgr. of Macfadden Women’s 
Group. Young Bob tipped the beam at seven pounds, eleven ounces. 
Asters decorated the Macfadden offices in token of the event. . . 

Life at Macy’s apparently exerts a piscatorial influence. On a re- 
cent fishing junket Louis Tannenbaum, a.m. of the department store, 
copped top honors for the biggest tuna—40 pounds—while Mrs. Wil- 
liam Howard, wife of the v.p. and publicity director, took the prize 
for first fish caught. . . 

Talent and publicity were merged at CBS the other day when 
Wil Marcus, in charge of television handouts, took as his bride Lydia 
Perera, video actress. They will be back from their honeymoon after 
Labor Day... 

George Washington Hill, American Tobacco Co. prexy who needs 
money somewhat less urgently than the U. S. Treasury, has just re- 


ceived a $41,360 windfall—from the U. S. Treasury. It seems his 
1931 income was overassessed 
that much. . Mrs. Eleanor M. 


IN THE SUBWAY 


Patterson, Washington Times- 
Herald publisher, did even bet- 
ter, nicking Uncle Sam for $85,- 
414. on a_ 1937 miscalculation. 
Most of it won't be repaid but 
will be held as a credit on future 
tax liabilities 

Dr. Leon Levy, president of 
WCAU Broadcasting Co. and a 
CBS director, is doing double 
duty these days. During World 
War I he served as a lieutenant. 
junior grade, doing convoy duty: 
now, at 46, the Navy called him 
as lieutenant-in-charge of the 
radio division for the Fourth 
Naval District and he works for 
the Navy all day, taking care of 
his radio duties at night. . . 

There’s always something new 
for a sportscaster. Station WOR’s 
Stan Lomax doing a_ series 
known “Trotting with Stan 
Lomax” sponsored by the Old 
County Trotting Association. 

The Bureau of Advertising’s 
Charles Parker Hammond now 
answers to the call of “daddy.” 
The reason: Mary Louise, who ar- 
rived a few days ago at the Harkness Pavilion, Columbia-Presbyterian 
Medical Center. Mrs. Hammond is a member of the staff of Life. . . 


1S 


as 


C. Monroe Smith, New York Subways 
Advertising Company, and a noted snap- 
per of pictures, has one snapped of him- 
self and some young Indian friends on a 
visit to the San Blas Islands, about 80 
miles off of Colon, Panama. 


Harold E. Smith, general manager of WOKO and WABY, Albany, 


entered his Metz 1900-vintage car in a special race with a horse at 
the Albany County Fair. 

Lawrence Drake, head of the market research dept. of Kroger Groc- 
ery & Baking Company, is recovering from rib fractures and other 
injuries received Aug. 11 in an automobile accident near Xenia, O. . 


number of styles and sizes of a::j- 
cles, for the purpose of consery 4g 
searce defense materials, will it 
run afoul of the Justice Deps +- 
ment’s anti-trust division. 

Assistant Attorney-General Arn |q 
has written Undersecretary of Co »- 
merce Wayne C. Taylor that “c n- 
tinued adherence to the spec fix 
purpose of simplification will 01 
raise any questions under fed: :a| 
anti-trust laws.” 

Mr. Taylor sought Mr. Arno d's 
views to allay fears expressed by 
manufacturers that they might 
vite anti-trust prosecution by tak ng 
concerted action in the directior of 
standardization, as urged by ‘he 
Bureau of Standards and otne: 
agencies, particularly the purchase 
division of the Office of Produc’ ion 
Management. 

Mr. Arnold’s letter to Mr. Ta» |o; 
read in part: “I am also in accord 
with your well-considered pur} ose 
to encourage and stimulate manu- 
facturers and others affected to ex- 
change with you constructive sug- 
gestions concerning simplification 
and its relation to conservation of 
scarce materials and other indus- 
trial items, standardization, specifi- 
cations, unification of specifications, 
and substitute materials. 

“T understand from your plan of 
procedure that simplification and 
standardization proposals will orig- 
inate with defense agencies, the De- 
partment of Commerce and _ indus- 
try, and that conferences will be 
held with representatives of specific 
industries and interested govern- 
ment agencies to obtain advice and 
information on _ particular 
posals.” 

Adds D. H. Proctor 

D. H. Proctor, formerly account 
executive with Campbell-Ewald 
Company, has joined Behel and 
Waldie, Chicago, in the same ¢ca- 
pacity. 


pro- 


Appoints J. B. Powers 

Joshua B. Powers, London, Eng- 
land, has been appointed to repre- 
sent Men's Wear and Women’ 
Wear Daily, New York, throughout 
England. 


National Advertisers 
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‘Best Buy of the Year 
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The Hospitals of America Provide 


Indispensable Service—a Protected Market 


OF ec vucoeercnies the vital services 
which the hospitals provide in protect- 
ing the health of the nation, OPM has 
placed a group of essential hospital 
equipment and supplies on a preferred 
basis with an A-10 priorities rating. 
This is just one more indication of the 
/ unique position of the hospital field un- 
der peacetime or wartime conditions— 
a recognition of the fact that public 
' health is the basis for success in military 


operations as well as in normal times. 


/ Of course this is only the beginning. 
\ HOSPITAL MANAGEMENT rec- 
ognized the importance of maintaining 
an open channel for the production and 
distribution of essential hospital equip- 
ment and supplies more than a year ago, 
and since that time its alert editorial staff, 
including exclusive staff representation 
in Washington, has both reported de- 
velopments and urged the broadening 
of the priorities policy to include not 
merely drugs, instruments, operating 
room equipment and surgical supplies, 
out all of the other important products, 
‘rom building materials and equipment 
0 food service facilities, needed to 
maintain hospital service on a 100 per 


cent basis. 


Through the joint efforts of the pri- 
ities committee of the Hospital In- 
lustries Association and the American 


Hospital Association, a definite policy 


ABC 


Ww 


favorable to preferred priority ratings 
for hospital equipment and supplies has 
already been established. But the job 
has not been completed, and HOS- 
PITAL MANAGEMENT, in coop- 
eration with other active groups in the 
field, is continuing to work for full rec- 
ognition of the essential position of all 
those supplying necessary materials and 
equipment for the maintenance of hos- 


pital and other public health services. 


The hospitals of America deserve 
their present rating as an essential war- 
time service—one which is as necessary 
in any long-range view of national de- 
fense as armaments and munitions. That 
this position likewise establishes it as a 
protected market, in which manufac- 
turers can sell with the assurance that 


HOSPITAL MANAGEMENT'S coverage 
of the priorities situation... 


Effect of heavy government orders on delivery of 
normal hospital requirements was reported in the 
October 19M issue. 


The increasing effect of the priorities system of 
the national defense program on hospitals through- 
out the country was the subject of the lead article 
in the June 1941 issue. 


HOSPITAL MANAGEMENT'S Washington editor 
interviews government officials about hospital 
priorities. The suggestion that a committee be 
formed under the auspices of the OPACS to rep- 
resent the hospital field was the feature of  hi- 


report in the July issue. 


The reason for the continued unsettled <ituation 
on priorities for hospital supplies and suggestions 
for solution were discussed in the August issue. 


HOSPITAL 


their material requirements are safe- 
guarded, is of obvious importance and 
significance to every company whose 
products and facilities qualify it to con- 
tribute to the health needs of the nation. 


HOSPITAL MANAGEMENT is 
taking no bows for its work in the com- 
plex and difheult field of priorities. The 
subject is much too important to justify 
considering it from any viewpoint other 
than that of promoting the interests of 
institutions so vitally necessary to the 
public welfare. But we believe every 
manufacturer is interested in knowing 
that our editors are fully alive to. the 
emergency, and that they will continue 
to provide first-hand, complete and 
authentic information on this_ all-im- 


portant subject. 


As it has done throughout the past 
quarter century of uninterrupted serv- 
ice to the hospital field, HOSPITAL 
MANAGEMENT will continue to 
devote its energies to the protection of 
the indispensable services provided by 
the hospitals of America, and to work 
with hospitals and manufacturers in 
winning official recognition of the 
fundamental fact that every essential 
material required for full hospital serv- 
ice should be constantly available for 


their use. 


More than ever, the nation needs its 


hospitals today! 


ABP 


MANAGEMENT 


\. 22ND ST. NEW YORK 2 


100 BE. OHLO ST... CHICAGO a 


PORTLAND 


LOS ANGELES (-} SAN FRANCISCO 
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September 1, 194; 


tional purchasing agents. 

Of possible significance and a 
source of concern to national adver- 
tising interests is the fact that Miss 
Elliott’s panel includes no manu- 
facturer representative. It is under- 
stood that protests have been reg- 
istered with OPACS on that score. 


Elliot Group Sets 
Standards Course 
at First Meeting 


(Continued from Page 1) 


Members of Panel 


Members of the panel, all of 
whom attended the meeting, are: 
S. A. Mahood, Inter-Mountain Con- 
sumer Services; Madeline Ross, Con- 


product standards 
product testing. 


or engage in 


The group was organized as the | pymers Union: C. J. Huber, U. S. 
Standards Advisory Panel at the | Testing Company; P. G. Agnew, 
instigation of the consumer division | American Standards Association; 


of the Office of Price Administra- 
tion and Civilian Supply, headed by 
Miss Elliott as associate administra- 
tor. Ostensible purpose of the group 
to issue recommendations as to 
how OPACS chief Leon Henderson 
can best reduce production of civil- 
ian goods so as to adhere to con- 
sumer needs. The group met with 
another newly-formed panel com- 
posed of government and _institu- 


Harold Brightman, L. Bamberger & 
Co., Newark; Jules Labarthe, Jr., 

Kaufmann’s Department Store, 
| Pittsburgh; and Edward Gudeman, 
Sears, Roebuck & Co. 

The only invitee missing from 
the meeting, as far as could be dis- 
covered, was F. J. Schlink of Con- 
sumers’ Research, who was invited 
but could not come because he and 
his wife, M. C. Phillips, author of 
| “Skin Deep,” were out of town. He 
is expected to attend the next meet- 
ing of the group. 

Miss Elliott told the panel: “The 
defense program now making 
| necessary a reduction in supplies of 
|some consumer goods. The problem 
before us how to maintain the 
necessary standard of living and to 
use to the greatest advantage the 
metals and their substitutes which 
are allotted for civilian use. Our 
primary job is not to draft or pro- 
| mulgate standards but to get the best 
technical advice both inside and 
outside of government and to urge 
that it be used in making decisions 
on the cutting down of 
goods production.” 

The advance announcement of 
the meeting asserted that one of the 
subjects to be included in the dis- 
cussion was grade labeling. Whether 
this was discussed, and if so what 
was said, was not revealed. It was 
reported that some attention was 
|given to urging purchasing agents 
to make greater use of standards, 
specifications, testing and simplified 
practice recommendations 
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RESPONSIBLE 
selling ...to a 
RESPONSE-ABLE 
audience in the 
central southwest 
 SHREVEPORT > 
LOUISIANA — 


50,000 WATTS 
ia Be. See 


is 


is 


consume! 


_ Represented by The Branham Company Among merchandise’ discussed 
iwere” refrigerators, washing ma- 


New automobiles are among the many things 
for which Worcester workers now have more 
cash to spend. New passenger car registrations, 
first six months of 1940-1941, are as follows: 


SLACK BOK SruBIOS NY. 


1940 
3,024 
4,812 


7,836 


1941 
4,492 
6,761 


11,253 


GAIN 
48.5% 
40.5% 


43.6% 


City of Worcester 
Worcester Area 


TOTAL 


For the same period, Massachusetts dealers reported a gain 


of 38 per cent in all automotive sales. 


This rich and active market is covered by The Telegram- 
Gazette ALONE; there is no other Worcester daily newspaper. 
Circulation more than 128,000 average net paid daily. Popu- 
lation: City 193,694. City and Retail Zone 440,770. 


Th TELEGRAM -GAZETTE 


WORCESTER MASSACHUSETTS 
a Ceorce F. Boorn, PubGsh3- 


BLOCK and ASSOCIATES, NATIONAL REPRESENTATIVES 


OWNERS of RADIO STATION WTAG 


TELLS BREAD VITAMIN STORY TO DOCTORS 


* * * 
You'd have been umpressed, had you attended 
the recent National Nutrition Conference 
Washington, with the amount of emphasi 
placed on the importance of flour and bread 
ennchment 
Nutritional improvement of tlour and bread 


with three B vitamins and iron has been 


credited as vital spade work in preparing the 


way for further food umprovements of equal 


ignificance to the national 
Bread and flour 
step in a march of things to come 


baker 


of Life enjoy 


wellare 
enrichment is the first bie 
Miller 


are proud of the new honor their Staff 


and 


proud of the years-long re- 
search that made this new step possible 

This kind of spade work is nothing new to 
General Mills. We set up a separate laboratory 
devoted to cereal research just 12 years ago 
the first commercial research laboratory of its 
kind, and to date the largest in the milling in- 
began 


dustry. Our work on flour “restoration 


in 1938 —research undertaken in consultation 


with the Council on Foods and Nutrition of the 
American Medical Ass« 
General Mills was able 


nounce in this Journal 


That is why 
1940, to 
and to bakers through- 


xiation 


out America an utterly new kind of flour 
VIBIC 


thiamin 


A near-white flour which contain 


riboflavin, iron and calcium in 


* * . 


GENERAL MILLS, INC. 


MINNEAPOLIS, MINNESOTA 


in a cause we all approve 


le wheat 


A companion product VIBIC. Concentrate 


amounts equivalent to natural wt 


containing pure crystalline vitamins and min- 
eral concentrates, was also offered for the 
restoration” cf regular white flour up to 
whole wheat levels in these nutrients. Both 
products now also contain Nicotinic Acid 
Later (January, 1941), when the proposed 
tandards for flour “enrichment” were pub 
lished by the Committee on Food and Nutri- 
tion of the National Research Council, Gen- 
eral Mills was again prepared. Within four 
days we had nationally announced the avail 
ability of General Mills Enriched Bread In- 
eredient, a concentrate for bakers’ use in en- 
riching standard white flours to the proposed 


nutrient levels and unmediately started dis 


tribution of Enriched Family Flour 
We do not set down these accomplishment 


in any spirit of braggadocio, but simply to 


make plain to you whose support is vital that 
the milling and baking industries of which we 
are a part have spared neither resources nor 
effort in preparing. to meet the nutritional 
needs of our time. Flour and bread enrich- 
ment is spade work in a cause which all Amer- 
icans will approve the task of providing 
better food to build a new, stronger America 


For nutrition is “the armor of robust health 


* * * 


First of a series of six advertisements to the medical profession which General 
Mills is running in the Journal of the American Medical Association in an effort 
to increase medical support of enriched flour and bread. 


chines, 
goods. 


and cotton and rayon grey 
On refrigerators, for ex- 
ample, the discussion included such 


questions as whether certain sizes 
should be eliminated and if so, 
which ones Another question, 


which appears to reflect a suspicious 
attitude toward advertising, was: 
“What are the differences in manu- 
facturing processes and assembly 
between ‘deluxe,’ ‘standard,’ and 
‘economy’ refrigerators?” A _ third 


was: “Is there any difference in 
economy of operation and in use- 
fulness of different grades of the 
same line of refrigerators?” 

As a result of the refrigerator 
discussion, Miss Elliott asked the 
American Standards Association to 


undertake at once to develop emer- 
gency standards for refrigerators. 
These standards are to include min- 
imum performance requirements. 

On washing machines, these sub- 
jects were probed: “What the 
difference between expensive and 
low-priced washing machines of the 
same kind? What is the difference 
in materials and labor? What type 
of washer-agitator, vacuum cup, or 
rotary is superior? What features 
in washing machines are essential 
and what non-essential?” Cooking 
stoves also received some attention 
of an unrevealed nature. 

The group to meet once a 
month, with the next gathering ten- 
tatively scheduled for the third Fri- 


IS 


is 


|day in September. 


CBS Wouldn't Let 
Him Talk, Fidler 
Says; Net Changed 


Angeles, Aug. 26 Accom- 
panied by charges by the star that 
his programs were too strictly cen- 
sored and countercharges by the 
network that he failed to fulfill a 
pre-contract agreement, Jimmie 
Fidler’s Hollywood gossip program 
for Tayton cosmetics has _ been 
moved from a six-station CBS Pa- 
cific Coast network to a Mutual 
network of eight stations covering 
virtually the same area, 

Mr. Fidler’s last commentary was 
heard over CBS at 8:30 p. m. Aug. 
15, and he took over his new net- 
work spot at 6:15 Aug. 22 

Jack Smalley, who handled the 
program for BBDO, Tayton’s 
said that “Fidler asked the 
sponsor to cancel the contract with 


Los 


agency, 


CBS because he felt that undue 
restrictions were being placed on 
his material.” Donald W. Thorn- 


burgh, vice-president and Western 
head of CBS, asserted the network 
took the initial step and that the 


| 
| 
| 
| 


program was canceled because Mr. 
Fidler failed to live up to a pre- 
contract agreement wherein CBS 


“took great pains to point out what 
and that 
differed with 
Mr. Fidler as to what is legitimate 


couldn't do” 
had often 


he could or 
“Columbia 


motion picture criticism.” 


Jimmie Fidler accused CBS 


tures” and charged that he was at 
no time allowed to describe a pic- 
ture as “downright bad.” “The 


only pictures that Columbia would 


of 
gagging his gossip, of dictating the 
number of bells given to “big pic- 


ee 
allow me to review honestly were 
those produced by independent 
small companies or foreign p 
ucts,”” he declared. 


or 


id. 


Coty to Push 
Expanded L’Origan 
Products Line 


New York, Aug. 28.—Choosinzg jt 
L’Origan perfume as the key 
for a new line of related accessc ries 
| Coty, Inc., will launch a drive jp 
magazines and newspapers to intr; 
duce L’Origan toilet water, bath 
salts, dusting powder and talc rt 
ing in September. All items ji 
new line will be packaged 
completely individualized styl 

Thirty newspapers in 25 ties 
throughout the country will carn 
one 600-line, one 300-line and ty, 
120-line insertions. Magazine 
for the repackaged L’Origan 
|fume and accessories will run jp 
| Cosmopolitan, Harper’s Bazaar. Thy 
|New Yorker, Redbook and Vogue 
J. D. Tarcher & Co. is the agency, 


“Design For Living” 
Names Caruthers, Carter 


Porter Caruthers, formerly as- 
sistant general manager of the Ney 
York Herald Tribune, has bee! ap- 
pointed advertising § direct of 
Design For Living, New York. Joh; 
F. Carter, formerly with Outdoor 
| Life, New York, has been named 


|national advertising manager 

The first issue of Design For Liv- 
ing, which will appear Sept. 3, wi 
carry 28 pages of advertising 
placed by 46 advertisers through 27 
agencies. 


doings of the Roman senate 
specially constructed bulletin boards 


He would have thrilled at today) 
better offset produced by Roto-Lith 


ROTO-LITH CO. 
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31 
over those jobbers and those re- OPACS Allocates Helps Sell Shrimps 
tailers and has been done with . ° 
that deliberate intention, whereas Radio Repair Parts _Continental Can Company, New 
before the companies had _ dis- Office of Price Administration York, is tying in with shrimp can- 


Cldvé wisi 
Market 


The rates for this department are as follows: 


Help Wanted,” “Positions 
“Representatives Available,” 
cash with order. 


Wanted,” 
30 cents a line, 


“Representatives Wanted,” 


minimum charge $1. 


and 
Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


$4.75 per inch. 


HELP WANTED 


ror ON PROGRESSIVE SUC 
ssPUL BUSINESS PAPER seeks a 
e associate—preferably a young 
vith some years of journalism, 
) hing or advertising Actual 
edit il experience not essential, but 
fa v for writing effectively 
f taste and form, Knowledge of en- 
ra ew processes, retail merchandis- 
ing nd promotion would be 
dy tageous The more detailed in- 
for tion given, the more considera- 
tior eplies will receive 
Box 151, ADVERTISING AGE, N. Y 
~~ VWerchandising-Minded 


ED 
Ck 


Sa les 


Salesmen 


to command a hearing with 
presentative independent and chain 
irue retailers, offered excellent op- 
port ity by Advertising Agency 
vning proven successful copyrighted 


store promotion method Territories 
pen in majority of states Prove 
yur jualifications in first letter to 
UMMERSON & COMPANY, INCorpo- 
rated, Park Bldg., Pittsburgh, Pa 


vi 
' 


POSTTIONS WANTED 


Receptionist Advertising 
Pul relations, publisher 
nt gent and experienced 


Anency. 
Attrac., 
Ikixe. ref- 


Box $52, 


ADVERTISING AGE, N. Y. 


sense 


1; SlO,000 a 


Ss oyrs. exp. selling space local and | 
national accounts Newspaper and 
pub ty experience Published class 
ig ne Ikixe. references 
Box 3453, ADVERTISING AGE, N. Y 
small agency that 


MM LOOKING for 


layout artist who can handle 


d on buy artwork euts ete 
i yi exp. in agency, publ. & dept 
re Now working. 
Box 3454, ADVERTISING AGE, Chro 
At Last! Brilliant Copywriting. 
n fr lance basis Smatler agencies 
& nufacturers, hire this ace writer! 
Reasonable! Space, direct mail, pro- 
ti Leading agency experience 


Write now for details! 


Box 3424, ADVERTISING AGE, N. Y 


POSITIONS WANTED 
Experienced advertising agency 
Vidual Expert correspondent 
general knowledge office 
yond draft age Highest 
P. O. Box 823, Tulsa, Okla 

POSTTIONS OPEN 
In Chicago & Central West 
r.. COPYWRITERS $3,000 to 
year 
SPACE SALES 
exp. pret open 
SPACK SALES—28 to 30 yrs 
newspaper 2-3 yrs. exp 
SPACE SALES—Under 35 
rep Exp. nec $2,000 
1 JR LAYOUT ARTISTS 
Two $3,500 
MARKET RESEARCH, Agency. $3,600 
ADV. MGR Dept. Store exp. $5,000 
RADIO COMMERCIAL WRITER, sea- 
soned, agency exp., $5,000 

GIRLS 

Positions open for sec’y.-stenos., 
taphone oper., 
& Publishers 

Sinclair-Masterson Personnel 

310 8S. Michigan Avenue 
Chicago, Illinois 


HOUSE ORGANS 


Mr. Sales Manager! 
Let me show you how to help your 
salesmen produce more through a 
personalized house-organ You serve 
as editor I do the work Write for 
free samples Kdward Edelstein, 201 
N. Wells St Chicago, Illinois Deat 
born S557 


indi- 
typist 
routine Ke- 
references 


AGCY 
Women's Class Mag 
Weekly 
$1,500 


Newspaper 


Awency 


dic- 
& typists with agencies 


MISCELLANEOUS 
WORLD FAMOLS FIRMS USk 


Bairdset ads for 30 years It Pays 
Day and night service, clean proofs 
fast, quality production, save your | 
time Ads pull 25° better 


BAIRD, adsetters, IS bk. Kinzie 
WHE 4347 Cheo,. 
“Krom-a-Tone™ Post Cards 
Newest, most economical method = of 
displaying any product Samples and 
prices on request (iraphic Arts 

Hamilton, Ohio 


U.S. Attitude on 
Advertising Is 
Debated af Trial 


(Continued from Page 1) 

case, the facts were that the Quaker 
Oats Company and the Mother's 
Oats Company, which it had pur- 
chased, and which combination the 
government claimed was monopo- 
listic and in restraint of trade, had, 
as between them, 75 per cent of the 
rolled oats business of the United 
States.” 

Major McLendon 


then went on 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—Mimeographing 


THE LETTER SHOP, Inc. 


408. Dearborn St. Wabash 8655 
CHICAGO 


 — 


E. B. |. 


WDRC's Primary Mar- 
ket is Connecticut's Ma- 
‘or Market—and Connec- 
ficut leads the country in 
Effective Buying Income. 
(See Sales Management's 
report.) You cant afford 
to miss your sales Oppor- 
market— 


; tunity in this 


and on this station. 


susie CBS ror conNectiCUT 


to quote the following passage from | 


the court decision in the case men- 
tioned: “The strength of both of 
these companies was due to the tre- 
mendous advertising of their 
brands. By virtue of that advertis- 
ing the public had come to demand, 
not packaged rolled’ oats, but 
Quaker Rolled Oats or Mother's 
Rolled Oats.” 

The attorney commented: “I will 
paraphrase it by saying that by the 
expending of $16,000,000 in one 
year, Reynolds Tobacco Company 
had the legitimate right to expect 
that it would make more and more 
people want, not a cigaret, but a 
Camel cigaret.” 


“No Such Suggestion” 


He resumed quoting from the 
court decision: “It is true the 
Quaker Oats Company is prosper- 
ing, and prospering tremendously. 
That is due to its past, present, and 
continuing advertising. If that ad- 
vertising is causing a misapprehen- 
sion on the part of the public, there 
are other remedies to correct that 
misapprehension.” 

Later, when Edward H. Miller, 
chief prosecutor, was making his 
argument, he referred to “Major 
McLendon’s statement that the gov- 
ernment doesn't like advertising.” 

“There has been no suggestion in 
this case,” he said, “in argument, 
testimony, or pleadings, that would 
support that statement of Major 
McLendon, and an examination of 
the record and pleadings would 


|} have demonstrated that, but I don’t 


feel that I ought to let it pass 
without pointing out that advertis- 
ing, like any other innocent act or 
device, could be a part of an un- 
lawful scheme 


Cites Shrinking Sales 


“There is nothing in the 
man Act that I know of that pre- 
vents a company from. spending 
what it wants on advertising its 
products, but if the advertising me- 
dium should be used by a group of 
defendants, as we submit it was 
used place on certain 
brands such an emphasis that those 
brands are made indispensable to 
the jobbers and retailers of to- 
bacco products, and if that is a 
part of a scheme to obtain a control 


Sher- 


here, to 


tributed their advertising, each of 
them, over a number of brands, no 
one of which would have been in- 
dispensable to a jobber or retailer, 
and it is a part of a deliberate 
plan if they undertake to abandon 
that former policy and so place their 
promotional activity to the end that 
certain brands become _ indispens- 
able so that they may use that in- 
dispensability as a club to control 
prices and to control the way other 


men operate their business, then 
advertising may, though - perfectly 


innocent in itself, become a com- 
ponent part of an unlawful combin- 
ation and plan that may violate the 
Sherman Act.” 

In arguing for a 
Lendon declared that the 
ment’s own figures, gleaned from 
Department of Internal Revenue 
records, showed cigaret sales of the 
“Big Three” companies, in propor- 
tion to total sales, had declined con- 
stantly since 1925, shrinking from 
82.3 per cent of the national total 
in that year to 63.2 per cent in 
1939. “That shows conclusively,” 
he said, “that there has been no 
monopolization of the cigaret busi- 
ness of the United States, as the 
government charges.” 


Mc- 


govern- 


dismissal, 


and Civilian Supply has adopted an 
allocation program to insure the 
manufacture of replacement tubes 
and condensers needed for mainte- 
nance of radio sets now in the 
hands of the public. Under the 
program, the highest civilian rating 
is given to specific amounts of 
nickel, steel, aluminum, copper and 
other metals 

Apportionment of supplies allo- 
cated among the various manufac- 
turers is based on the ratio of each 
producer’s dollar sales of tubes and 
condensers in 1940 to the aggregate 
industry sales. Tubes made with 
metals provided under the OPACS 
program must be marked for re- 
placement use only. The Office of 
Production Management will ad- 
minister the program 


Gets Wine Account 

Lane - Freiberger 
Agency, Denver, has 
by A. Carbone & Co 
vertising for its 
Newspapers and 
used. 


Advertising 
been named 
to direct ad- 
domestic wines. 
outdoor will be 


Flink Names Lewin 

Flink Products Company has ap- 
pointed A. W. Lewin Company, 
Newark, to handle its advertising. 
Magazines and business papers will 
be used. 


ners by releasing an_ enclosure 
showing interesting facts about 
shrimp and shrimp recipes with 


employes’ and stockholders’ checks. 


To Deutsch & Shea 

Walter T. Sattler has joined 
Deutsch & Shea Advertising Agency 
New York, as account executive 
Mr. Sattler formerly headed his own 
agency in New York. 


“THA 
Exclusive ; 
with Rapid — 


RAPID COPY SERVICE CO. 
e 123 N. Wacker Drive ... CHICAGO 
@ 415 Lexington Ave... NEW YORK 
@ Ninth-Chester Bldg. . . CLEVELAND 


Magnificent the Mayjor’s Plan 


a 0 }27 pape ff But final success or failure is decided 


by the precision with which it’s carried out. You can depend upon 


SUPERIOR catching the vital spark in your selling strategem . 


getting your idea and preserving it painstakingly through the 


most minute detail of mechanical production. Every feature of 


SUPERIOR’S 5-Phase Production Plan—Artwork .. . Photography 


... Photo-Retouching . .. Composition ; 


to the sntelligent execution of your orders. For superior service . 


day or night . . . call SUPerior 7070. 


.. Engraving—is pointed 


this advertisement 
is a SUPERIOR 


production / 


uper1or Engraving Company 


215 West Superior Street 


Chicago, Illinois 
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Edgar A. Fellers, 
Radio Advertising 
Pioneer, Dies at 47 


Wilmette, II1L., 
A. Fellers, 
executive 
Presba, 


Aug. 27.—Edgar 
prominent advertising 
and vice-president of 
Fellers & Presba died 
here yesterday 
at his home. He 
was 47. 

Mr. Fellers 
was widely 
known in radio 


and advertising 
and was a pio- 
neer in_ radio 


advertising and 
station promo- 
tion. He is 
credited with be- 
ing the origina- 

Edgar A. Fellers tor of the “barn 

dance” type of 
program which has since proved 
its popularity for many stations 
and advertisers. 

Mr. Fellers was born in Dayton, 
O., and attended the University of 
Michigan and Chicago Medical 
College. For seven years he was 
assistant advertising and sales man- 
ager of the Dr. Scholl Mfg. Com- 


The KKKKK* 
BELLEVUE, one of the few 
famous Hotels in AMERICA 


... became famous through 
its unsurpassed facilities, 
its superb food, the un- 
varying graciousness of 
its service and its vigilant 
management. And you will 
also appreciate its rea- 
sonable rates. 


BELLEVUE-STRATFORD 


IN PHILADELPHIA 


CLAUDE H. BENNETT 


General Manager 


KKK KK K 


AIR-CONDITIONED RESTAURANTS 9 


pany, 


after which he joined the 
Mantle Lamp Company of America 
as assistant to the vice-president in 
charge of sales and advertising. He 


left that company in 1935 to join 
with B. S. Presba in forming 
Presba, Fellers & Presba. 
JAMES M. WEST 

Houston, Tex., Aug. 26.—James 


M. West, president of the Dallas 
Journal and Austin Tribune, died of 
a heart attack Sunday. He was 70 
years old. Mr. 
for one of the largest individual! 
deals in the oil industry—his sale 
in 1939 of 30,000 acres to the Hum- 
ble Oil & Refining 
$8,000,000 cash and royalties which 
oil men estimated would run from 
$30,000,000 to $40,000,000. 


GEORGE A. EDDY 

Evanston, Ill., Aug. 27.—George 
Albert Eddy, 67, who from 
machinist’s apprentice to president 
and general manager of Goss Print- 
ing Press Company, died here to- 
day at his home. 


rose 


JAMES E. MIDDLETON 

Chicago, Aug. 26.—James E. Mid- 
dleton, member of the organization 
of Henry DeClerque, Inc., publica- 
tion representative, died here Aug. 
21, at the age of 68. He had been in 
the publication representative busi- 
ness for more than 40 years. 


Court Approves 
Mactadden Settlement 


Final court approval of the set- 
tlement under which Macfadden 
Publications, Inc., was reorganized 
recently was given Aug. 28 by Jus- 
tice Ferdinand Pecora of the New 
York supreme court. Under its 
terms, Bernarr Macfadden, former 
publisher and president, and other 
officers and directors were ordered 
to repay $300,000 in cash, return for 
cancellation $200,000 worth of 
preferred stock, and make other 


| concessions. 


Under the terms of the 
ment, $125,000 is 
corporation immediately, with the 
remainder spread over a three-year 
period. 


agree- 


requires less than 


danger exists that a 


brands and trade 
generally acceptable 


consumers. 


Lest they forget 


With employment at an all-time high 
and the national income greater than it 
has been for many years, selling goods 


Restrictions, however, due to priorities, 
etc.. have already appeared, and a possible 


change its buying habits if not constantly 
reminded of products together with their 
marks. 
papers provide the quickest and most 


reminder copy to a known number of 


Retailers in Toronto prefer 
evening newspapers, and 


TORONTO IS A “TELEGRAM” CITY 


the usual effort. 


fickle public may 


Daily news- 


medium for dailv 


TORONTO 


NEW YORK: Don A. Carroll 


THE EVENING TELEGRAM 


Largest Classified Linage in Canada 


CANADA 


CHICAGO: John E. Lutz 


West was famous | 


Company for | 


payable to the) 


| 
| 


THIS WEEK 


Index of Retail Activity in 
83 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 
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34-Week 34-Week 34-Week or Loss or Loss Oe 
Period Period Period 1941 1941 Week Week \ 
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Auge. 26, 193% Aug. 24, 1940 Aug. 23, 1941 93H 1940 Aug. 24, 1940 Aug. 23, 1941 
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Ruffalo, N y ass 4 U6 818 10,285, 2 4 + 10.3 276,078 307,708 1 
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Kansas City, Kan 1,664,201 1,947,113 1,754,333 4 iu $7,152 t4,457 r primar 
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Miami Fla 2 WONT, 120 } 6 177,08 189,196 ' T 
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Norfolk, Via 6,139,378 GH SS1L,084 6.945.346 1 ] y IS2.54¢ 193,082 milat 
Oakland Cal 17S 106 SST AUS 5,926,394 uw 6.6 165.20 160,220 irket: 
Oklahoma City Okla 5,788,076 ee 5,424,468 as 8.7 149,912 151,584 pid 
Omaha, Neb 3,709,149 3,801,557 $857,372 10) +15 101,238 105,196 tions 
Peoria, TI H.S54,753 7,426,167 8,017,604 17.0 8.0 194,376 260,960 one 
Philadelphia, Pa 17,196,393 17,942,981 19,007,466 10.5 + 5.9 190,295 515,850 — 
Phoenix, Ariz 1,715,690 5,189,254 4,720,248 + 21.5 +104 145,264 152,628 i 
Pittsburgh, Pa 12,815,824 13,446,146 13,855,072 tS.) + 3.0 63,174 366,492 
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San Diego, Cal S.379,551 6,805,038 7.912, 958 6 + 14.6 244,020 225.6 
Seattle, Wash 7,254,322 7,539,572 7 SY3.638 SS + 4.7 227,206 251 
South Bend, Ind 111,830 $,408,232 AS28444 13.8 + 13.9 S808 117,865 
Spokane, Wash 1.254,726 1,087,122 {067,002 14 0.5 123,424 121 
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Tacoma Wash 4.021.716 $.159.110 $e 167 L@ 5 10 1°H8.084 1 
Tampa Fla 1.966.542 5.1 sue 120.370 oo n.7 108.08 ao 
Toronto dont «‘nar 1O. 880.944 15642907 10,321.82 a) 7.0 2937.22 He ‘ 
Troy N y 29 TRG6.874 2? 705,612 ' 642 6.1 ‘ 67.578 41.4 
Tulsa, Okla 5.702.116 6,010,710 6.214.690 “uu 4 166.754 | 
Washington 1) tk 2 298 840 91.587.416 o> S1UR.024 10.9 44 108 606.8 
Youngstown, ©) $854,462 »310,047 5.868.583 on% 105 1TO.SUS 167 
Total 631.967.6387 637,051,123 667,086,217 5.6 4.7 17.598.4028 1N.71 
l Atlanta Georkian and Sunday American eased issue Jat | 1940, containing 428,84 
publication Dee. 17, 1939 vertising 
2 Newsday launched Sept 1940 Syracuse Journal published 100th Ant 
San Diego Sun suspended publication Nov. 25, 1959 tion March 20, 1939, containing 216,027 
{ Commercial Appeal published $28-page Centennial Vertising 
SE eet 
T 
Names Alan Fink | ing, publicity and promotion for | dising director, has been = 
the Texas State Network, who executive on the Campbt ‘ " 


Panellit Displays, Inc., Chicago, 
has named Alan Fink Eastern sales 
manager with headquarters in New 
York. 


| joined Campbell-Mithun, Inc., Min- 


account by the agency 
neapolis, a year ago as merchan- 


handled by the agency 


Ferguson Shifted 


Benton Ferguson, former vice- 
president in charge of merchandis- 


TORONTO 
MONTREAL 
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Advertising in the Test Stage 


Old Gold Tests 
5-Package Wrap 
in Grand Rapids 


New York, Aug. 27.—A pack en- 
tirely new to the cigaret field—five 
packages of 20 cigarets packed flat 
to make up a “half carton,” is be- 
ing tested by P. Lorillard Company 
in Grand Rapids for Old Gold. 


‘ 


Something NEW for your 
SOLDIER... smokes all 


Large-space newspaper copy in that 
city, aided by a heavy schedule of 
nnouncements over WOOD, is 
plugging the new package, adver- 
tised primarily as a gift package. 
The package is unusual not only 
because of its size, but because a 
space for addressing is included as 
part of the design of the red, white 
nd blue wrapper. Advertising, 
playing up the “give the boys in 
imp a gift’ theme, stresses the fact 
that the cigarets are ready for mail- 
ng, requiring only the writing in 
f the address and the affixing of a 
stamp. No additional wrapping is 
needed, 
Aimed at Soldiers 

While the promotion is aimed 
primarily at the soldier market, 
uitability of the package for gen- 
eral gift use is featured, and 


also 


the “something new has been added” 


theme which Old Gold is now using 
nationally also gets a_ substantial 
mount of attention. 
The test is now in its second 
eek of promotion in Grand Rapids, 
nd satisfactory distribution has 
een secured in that city. Lorillard 
eports that it is still too early to 
tauge results Presumably, how- 
er, if results are 
milar tests in one or two other 
irkets as a check on the Grand 
pids figures will be made before 
tonal promotion is planned. 


——— 


satisfactory, 


PRINTING 


the service is 
complete — Ad- Setting, 


| 
Engraving and Printing. You 


| 40 use one or all as required, 
but all are here ready to serve 
you. Experience proves that 
there is often a distinct advan- 
‘age in having your typography 


——— 
done where you can get engrav- 
ite , ° 
; ‘NBs and press proofs in any 


mm Wanticy. Phone Wabash 7820. 
an A 


fa Faithorn Corporation 
GAat 504 Sh 
anitOM erman Street, Chicago, Illinois 


iSomplere Day and Night Service for 
Yertisers and Advertising Agencies 


ADDS LANOLIN 


The Greatest Advance i 
aa Sha “ng Sogo a 2B Nears 


Now Contains 


Leaves your Skin 


SOFT.SOOTHED 


This 1,000-line copy in Hartford, Conn., 

newspapers announced the addition of 

lanolin to Williams shaving cream, her- 

alded as ‘the greatest advance in shav- 
ing soap in 25 years." 


| 
WILLIAMS ADDS LANOLIN 
TO SHAVE CREAM: TESTS 

Hartford, Conn., Aug. 28.—In a 
newspaper test campaign apparently 
confined to this city at present, but 
due for expansion to other cities 
shortly, J. B. Williams Company is 
featuring the addition of lanolin, 
soothing and softening compound, to 
its shaving cream. 

Copy heralding the addition of 
lanolin “as the greatest advance in 
shaving cream in 25 years” opened 
the campaign, using 1,000-line space. 


Other copy of 600 lines—120 lines 
on five columns — featured | testi- 
monial copy. One such insertion 


shows a photograph of a New York 
architect talking to a client, and ex- 
plaining that his problem of close, 
clean shaves every day, without 
irritation, has now been solved. 


NATIONAL DISTILLERS 

TESTS FOR CEDAR BROOK 
New York, Aug. 2 Newspaper 

insertions ranging in size from 300 

to 800 lines are being used in 

Springfield, Mass., by National Dis- 

tillers Corporation in a test cam- 


IN FOR TESTING 


The whiskey that 
always leaves them 
with a smile! 


- 
‘. 


‘ Blended W hishey 


One insertion of about 300 lines in the 
new National Distillers newspaper test 


for Cedar Brook blended whisky. 


paign for Cedar Brook blended 
whisky. Copy is scheduled on a 
weekly basis in the Springfield 


News, Republican and Union. 


Featuring the headline: “The 
Whisky that always leaves them 
with a smile,” Cedar Brook is re- 


ferred to as the “mildest whisky in 
America.” Lloyd, Chester & Dilling- 
ham is the agency. 


Plans Tabloid Paper 


Malcolm S. Forbes, son of B. C. 
Forbes, publisher of Forbes Maga- 
zine, will launch a weekly tabloid 
newspaper in Lancaster, O., to be 
known as the Tribune, on Sept. 5. 


Gooch Succeeds Kiest 


Tom C. Gooch, editor-in-chief of 
the Dallas Times-Herald, has been 
elected president of the publishing 
company to succeed the late Edwin 
J. Kiest. 


'67 Red 


Four Renew Their 


Daily 4-5 Spot 
on Red Network 


New York, Aug. 27.— Four 15- 
minute afternoon programs heard 
between 4 and 5 p. m., EDST, over 
the National Broadcasting Com- 
pany Red network have renewed 
their contracts for another 52 weeks. 
All are heard Monday through 


Friday. 
R. L. Watkins Company has re- 
newed “Backstage Wife,” heard 


from 4 to 4:15 p. m. over 54 NBC 
Red stations in behalf of Dr. Lyon's 
tooth powder. This program origi- 
nates in Chicago 

Charles H. Phillips Chemical 
Company has renewed “Stella Dal- 
las,” heard from 4:15 to 4:30 p. m. 
over 52 Red network stations for 
Phillips Milk of Magnesia. Phillips 
has also renewed “Lorenzo Jones,” 
heard over the same number of 
stations for the same product from 
4:30 to 4:45 p. m. 

The Bayer Company has renewed 
“Young Widder Brown,” heard over 
52 NBC Red stations from 4:45 to 
5 p. m. for Bayer aspirin. Blackett- 
Sample-Hummert is the agency for 
all four accounts. 


“Double 


White Laboratories will switch 
“Double or Nothing,” which has 
been heard during the summer 
months on Fridays from 8 to 8:30 
p. m., back to its Sunday evening 
spot from 6 to 6:30 p. m. The pro- 
gram is aired over 114 stations of 
the Mutual Broadcasting System for 
Feen-a-Mint. Wm. Esty & Co. is 
the agency. 


or Nothing” Shifts 


Tom Mix Back 


Ralston Purina Company will re- 
turn its “Tom Mix Ralston Straight 
Shooters” to the air Sept. 29 after 
a summer vacation. The program 
is heard Mondays through Fridays 
over 65 NBC Blue stations from 5:45 
to 6 p. m., EST. Gardner Adver- 
tising Company is the agency, 


Bob Hope Continues 


The Pepsodent Company has re- 
newed its weekly half-hour pro- 
gram heard over NBC Red at 10 
p. m. for another year, effective at 
the expiration of the present con- 
tract on Sept. 23. The program, 
featuring Bob Hope, is heard over 
network stations. Lord & 
Thomas is the agency. 


Tony Wons to Return 


Hall Broters, Inc., will return 
“Tony Wons’ Scrap Book” to the 
air over an NBC split Red network 
starting Oct. 5. The program will 
be broadcast Sundays from 4:15 to 
4:30 p. m., EST, and Tuesdays and 
Thursdays from 1:15 to 1:30 p. m., 
EST Henri, Hurst & McDonald, 
Chicago, is the agency. 


Grove Starts New One 


will launch 


and the 


Grove Laboratories 
“Louise Massey 
ers” over 65 stations of the 
Red network starting Oct. 6 for 
Bromo Quinine products. The show 
will be heard Mondays, Wednes- 
days and Fridays from 7:45 to 8 
a. m. Russel M. Seeds Company, 
Chicago, is the agency 


New Show for Hecker 


Hecker Products 
New York, will start a new 15- 
minute program on Mutual Mon- 
day, Wednesday and Friday at 
12:15 to 12:30 EDST beginning 
Sept. 8. The program will promote 
the company’s three cereal flours, 


Corporation, 


Western- | 
NBC | 


Ceresota, Hecker’s Aristo and Presto | 


cake flour. 
Leo Burnett Company, 
is the agency. 


Chicago, 


Joins Spector Agency 


Bernard Cirlin, managing editor 
of Research Abstracts, New York, 


has joined the research department 
of Raymond Spector Company, New 
York Mr. Cirlin, who will con- 
tinue his affiliation with Research 
Abstracts, was previously associated 
with Opinion Research Corporation, 
New York. 


Furniture Makers 
Spend 2.7% for 
Advertising 


Washington, D. C., Aug. 29 
Fourteen leading furniture manu- 
facturing corporations spent 2.7 per 
cent of total for advertising 
in 1939, according to statistics com- 
piled by the Federal Trade Commis- 
sion in connection with its project 
to collect and analyze financial re- 
ports of major corporations in prin- 
cipal industries. 

The FTC compilation 
that the 14 companies 
per cent of total sales for items 
classified as “expenses.” Sales costs 
accounted for 9.7 per cent, advertis- 


sales 


showed 
spent 19.7 


ing 2.7, administrative and office ex- 
penses 4, taxes 1.2, social security 
and pension payments 1.3, and re- 


search and development 0.8. 

The 1939 operating ratios for 
these firms revealed that items 
classed under “costs of goods sold” 
represented 74.3 per cent of sales. 
Raw materials accounted for 37.9 
per cent, production wages and sal- 
aries 20.8, other listed 
under “expenses” 12.1, depreciation 
and obsolescence of production fa- 


costs not 


cilities 1.7, and finished goods pur- 


chased for resale 1.8 The gross 
margin on sales was 25.7 cents per 
dollar. After deduction for 
“expenses” of 19.7 per cent and un- 
collectable accounts totaling 0.2 per 
cent, an average net profit of 5.8 
cents per sales dollar remained, 
FTC also completed a similar an- 
alysis for six manufacturers in the 
liquor distilling field. Several of 
these companies were unable to 
furnish information on principal 
elements of costs and expenses and 
the ratios to sales. Hence no break- 


sales 


downs were included in the FTC re- | 


port which would show the adver- 


tising percentage or other cost 
elements. 

Joins Flax Process 

William C. Fitts, for the past 


eight years secretary-treasurer of 
Pro-phy-lac-tic Brush 
Florence, Mass., has joined Flax 
Process and Linen Company, Gray- 
stone, R. L., thread manufacturer 


Company, 


Fewer Dealers, Larger 
Profits Urged by Holler 


William E. Holler, Chevrolet gen- 
eral sales manager, advocated larger 
sales potentials with greater profit 
possibilities for dealers at a recent 
meeting of tield executives in De- 
troit. 

He cited the trend to fewer deal- 


ers, pointing out that while there 
were 52,000 dealers in 1929 there 
are approximately 44,000 today. 


Chevrolet Division was represented 
by 10,800 dealers in 1929 and by 
8.400 in 1941, he said. 


“Cosmopolitan” Adds Two 


John D. Gallagher, formerly with 
Macfadden Women’s group, New 
York, and William T. Cavanagh, 
formerly with the New York Times, 
have joined the Eastern advertising 
staff of Cosmopolitan, New York. 


‘WAYS to Weed & Co. 


Station WAYS, Charlotte, N. C., 
has appointed Weed & Co. as na- 
tional sales representative. The 
station is scheduled to start opera- 
tion Oct. 1 on 610 kilocycles with 
1,000 watts power full time. 


SEE 


TOMORROW 


The Magazine of the Future 


October Issue 


OUT 
SEPTEMBER {5 


ON ALL 
NEWSSTANDS 


25 cents 


fdvertising rates and sample 


copy on request, 


Creative Age Press, Inc, 


1! East 44th Street 
New York, N. Y. 
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Shortage Warning 
Starts DuPont 
Anti-Freeze Drive 


New York, Aug. 27.—An _ intro- 
ductory half-page statement in na- 
tional magazines discussing the role 
of chemicals in defense and point- 
ing to limited supplies of anti-freeze 
products in the season ahead will 


be used by E. I. duPont de Nemours | 


& Co., as a prelude to its regular 
campaign for Zerone and Zerex, it 
was learned here today. 

The preliminary copy will make 
its appearance in The Saturday 


lowed by a regular schedule of 
four-color pages in American Maga- 
zine, Collier's, Life, Time and the 
Post. Zerone and Zerex newspaper 
copy will break during the second 
week of September in a few selected 
cities and will be expanded to all 
major markets as_ temperatures 
drop. Batten, Barton, Durstine & 
Osborn is the agency. 


In addition to the defense situa- 
tion statement, Zerone and Zerex 


‘layouts throughout the campaign 
| will carry a box reading: 


“In the interest of national de- 
fense, conserve anti-freeze so there 


| will be enough to go around. Don’t 


buy or use more than you need. 
Stop leaks. Have your dealer 
tighten and clean the cooling sys- 
tem of your car, and use Zerex and 
Zerone in accordance with direc- 
tions.” 

Prices of the two products con- 


tinue as formerly: Zerex, $2.65 a 


gallon; Zerone, $1 a gallon. 


| Joins Cecil & Presbrey 


Evening Post for Sept. 27, to be fol- | 


Samuel Dalsimer, formerly vice- 
president of Brown & Thomas Ad- 


|vertising Corporation, New York, 
|has joined Cecil & Presbrey, New 


York. 


Leaves “Auto Topics” 
James U. Steinfirst, formerly edi- 
tor of Automobile Topics, Detroit, 
has joined the staff of American 
Automobile, New York. 


Auto Advertising 
Starts Off Strong 


But Then What? | 


(Continued from Page 1) 


to the new Drive-Master, which | 
does away with gear-shifting, and | 
to service and economy features. | 
| Brooke, Smith, French & Dorrance | 
is the agency. | 

Willys-Americar has already an- | 
nounced details of its 1942 cars: | 
Packard presented its lines Mon- | 
day, and newspaper advertising is | 
|expected to start about the middle 
of September, to be followed by | 


ers became stocked with cars. Nash 


publicity goes out Sept. 14, with 
newspaper’ advertising 
Sept. 19 and magazines following 
immediately. First magazine copy 
runs in the Sept. 22 Life, followed 
by the Sept. 27 Saturday Evening 
Post. Outdoor posters go up Sept. 
20. 


Others Scattered 


Ford, Mercury and Lincoln cars 
are due to be announced shortly 


after the middle of September. Lin- | 


coln and Mercury division branch 
managers from all sections of 
United States 
convene here Sept. 3 for a three- 
day meeting with factory execu- 
tives to inspect the new cars and 


to discuss sales, service, advertising | 
|and merchandising plans for 1942. 


General Motors divisions are not 


magazine copy later that month or | expected to announce until the lat- 
early in October. The magazine list | ter part of September or early Oc- 


is said to be virtually unchanged | 


from last year. 

Plymouth started a series of lo- 
cal newspaper announcements this 
week, releases being made as deal- 


tober. 
Three previews were held this 


week, Packard on Monday, Chrys- | 
|ler on Tuesday and Studebaker on | 


Wednesday. General Motors is 


breaking | 


and Canada _ will | 


“T felt like a long-haired genius” 


_ 


HUDSON STARTER 


NEW 
mm 1942 
a 


Decleor’) Name and Address 


1,000-line newspaper copy which star; 

the 1942 Hudson off on its promotions 

course this month. Brooke, Smith 
French & Dorrance is the agency. 


consolidating the previews of ; 
five passenger car divisions into 
single event at its Proving Groun 
Sept. 10. Ford, Mercury and Lip. 
coln preview dates have not bee, 


set but are expected to be all o 
one day just before announcemen: 
time, or about the middle of Sep. 
| tember. 


May Increase Allotment 


While Studebaker merchandising 
|plans have not yet jelled con. 
pletely, Paul G. Hoffman, presiden: 
informed the press at the previe 
yesterday that present plans c 
for the maintenance of the usu 
|advertising allotment per car, an 
|that it is possible that this allot. 
|ment will be increased somewha' 
| Provided that the present sched- 
jule of 2,145,000 cars for the enti: 
/industry for the 1942 model ye 
|sticks, he said, Studebaker expec: 
|to build upward of 90,000 passeng 
| cars. 


| Televise Sports Events 


| Adam Hat Stores, New York, bh 
contracted with National Broadcas' 
|ing Company for exclusive rig 
/to sponsor all sporting events tel 
| vised by NBC, wherever it is te 
|nically possible. 

The agreement also calls 
broadcasting of sports events to 
televised by NBC’s new televis 
station in Washington, D. C., wh 
\is scheduled to begin operation J 
| 1, 1942, and from the NBC televis 
|station in Philadelphia, due to ta 
the air on July 1, 1942. Adam H 
| Stores is already sponsoring box!" 
‘bouts staged at Ebbets Fit 
| Brooklyn. 


| Launches Gift Promotion 


Eaton Paper Corporation, Pit 
field, Mass., will launch a _ holid 
campaign in 14 general publicat 
emphasizing letter paper as 4 & 


z 


_—- 


Intere 
pany, 
creat, 


TUL 


” Yer the truth is that NBC Radio-Reeording 
deserves most of the credit for the swell 
radio shows our clients sponsor. 

“We small advertising agencies are kept 
so busy with creative and contact work we 
just don’t have much time to spend at radio 
recording sessions. 

“That’s why NBC Radio-Recording han- 
dles all my radio problems. NBC writes, 
‘asts, produces and records all of our spot 
programs. And what’s more, after they're re- 
corded, I let NBC take care of the process- 
ing, manufacture and distribution of the rec- 
ords. It saves time and overhead. 


“And say—before you decide this is the 


. 


| f 


costly way of doing things, I’d suggest you 

get in touch with NBC. Find out how eco- 

nomical their service really is. | was amazed 
and so were my clients!” 


* * * 


Whether it’s a series of simple announcements or a 
full-length seript or musical show you're working on 
why not make use of the professional services avail- 
able at ‘‘Broadeasting Headquarters”? We'll work 
with you from script to finished pressing—in whole or 
in part—-and record your show NBC ORTHA- 
COUSTIC*, which means reproduction at its best. 
No matter how small or large your program prob- 
lem, write or ‘phone today. We're all set to go to 


*Registered Trademark 


work for you. 


dio-Recording Division 
NATIONAL BROADCASTING COMPANY 


RCA Bidg., Radio City, N.Y. * Merchandise Mart, Chicago + Trans-Lux Bldg., Washington, D.C. + Sunset and Vine, Hollywood 


item and will feature attract 


gift 
will 


ment the campaign. 


packages. Promotional 
be sent to dealers to supp 
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| Whose trade mark is thi 


If you'll write Collins, Mille 
_& Hutchings, Inc.. 
engravers, 207 N. Michig® 
_Ave., or phone RAnk! 
5854, we will tell yo] 
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Charles A. Holcomb, Alley & Richards Company; J. Lawrence Alphen, president 

of General Seafoods Corporation, and 40 Fathom Fish, Inc., and Lee A. Greene, 

merchandising and advertising manager for the companies, take a look at the new 

General Seafoods plant at Gloucester from the bridge of the 40 Fathom trawler 
well. 


4 


& 


al i 


es 
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A BREWER'S GIRL GROWS UP 


Or 


AVhIMENT.S 
; 


ALELECh EM 7. VAIL ¢ 
Kaen: g 


ie V4, 


Interesting is the comparison between the 1897 calendar of Gluek Brewing Com- 

pany, Minneapolis, and the life-size 1941 point-of-sale display on the right, 

created and produced by McCann-Erickson, Minneapolis, and Zipprodt, Inc., 
Chicago. Use of minors is now forbidden in brewery advertising. 


TULSA ADMEN HAVE A GOOD TIME AT MEETING 


When the Tulsa Advertising Federation held a new member day this foursome) 

‘parently enjoyed it immensely. Left to right: Burke Gilliam, Don Watts Adver- 

"sing Agency; John Esau, KTUL; Willard Egolf, KVOO; and R. C. Keefauver, 
Mayo Furniture Company. 


TELLS A COMPELLING STORY SIMPLY 


SANTA FE | 
«CIGARS | 


Sun-Maid Raisin Growers Association ex- 
pects to help the grocer add 22,000 
pennies a year with this cash register 
display of penny packs of raisins. ‘Take 
your change in iron,” they urge. 


wou GROWN FOS = 
art 50 voosowe poms!” We Pew 


CLAPP S CEREAL FOOD FOR BABIES! kd 
¢ 3 


> & 


(amie OATS ONLY AROUT FF 4 ST RUIN 


New magazine campaign for Clapp's 
cereal food stresses the taste of the new 
product as well as its vitamin and food 
energy content. (Story on Page 13.) 


1 WE NEED THEM : 
«4 ADLER SHOES 
HAS THEM 


pe ' 


Expressing the hope that ‘blackout foot- 
wear won't be necessary here, Adler 
Shoe Company, New York, is nevertheless 
prepared for the worst with shoes fitted 
with red reflector glass in the back. This 
display is proving an effective stopper 
for pedestrians. Consolidated Advertis- 
ing Agency directs Adler advertising. 


Z . 
“Ae 
¥ ee 
Peas ails a 


May Plaunt, new president of the Women's Advertising Club of Chicago, turns 

on the juice in professional style while the group picnics at the Gust H. Grieger 

farm near Valparaiso, Ind. Left to right, Mae McCain, vice-president; Miss 

Plaunt; Elsie Wessel and (behind the cow) Grace Hamill. Mr. Grieger, whose 

farm has just been named grand champion in the neatest dairy farm contest 
sponsored by the Pure Milk Association, looks surprised too. 


RUBBER COMPOSITION FOR DISPLAYS 


& 


F Rollins PROPORTIONED Stockings 


Commercial Illustrators, Chicago, designed and produced this display for Rollins 

Hosiery Mills, Des Moines, which is now being distributed to the trade. The three 

characters, the largest of which is II inches tall, are hand colored, faces, dresses 

and all. One is a blonde, one a brunette and the other a redhead, and the three 

heights emphasize Rollins proportioned hosiery. The figures are made of a rubber 

composition that gives smooth, flesh texture on the faces, arms and legs, and that 
is flexible enough so that it will not break with ordinary handling. 


WET YOUR WHISTLE WHILE YOU WORK 


wttecular outdoor display for Sante Fe cigars on Wilshire boulevard in Los “ie 
~ 8, which achieves distinction through its simplicity. A touch of flashing Current Coca-Cola 24-sheet design takes note of the heightened tempo of activity in the country. Winter and summer, é 
at the business end of the cigar helps. Erwin, Wasey & Co., Los Angeles, year in and year out, a new poster appears on the board for Coca-Cola every month of the year. D'Arcy Advertising 
is the agency. Company is the agency. 
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“SPOT BROADCASTING 


with its complete flexibility enables us to concentrate 


. SAYS G. F. OLSON for SHEAFFER PEN ™® 
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Good sales management requires 
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that Sheaffer Pen advertising should deliver new vO 


a special advertising impact directed at every gift 


occasion. That’s why Spot Broadcasting is so im- 
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portant in Sheaffer plans. Its flexibility assures SAN FRANCISE hed 


effectiveness in every market and precise timing to Los ANGELSS 
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reach biggest audiences on selected stations ... 


PANY 


with budgets always adjustable to local conditions 


and sales potentials. 


@ Have you considered how flexible Spot Radio can solve 
your seasonal and sectional problems? Ask a John Blair man. 
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